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SEE the latest World. Adventure story in ’ 
sound and color pictures! 


SEE how peeple get along together—and why 
they don't—a new film! «~~ 


SEE the picture story of farming tomorrow: 
a glimpse in*the future! 
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SINGLE COPY, FIFTY CENTS 
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PART OF A WORLD-WIDE LIST r 
OF INDUSTRIALISTS WHO ARE ACCELERATING 


PRODUCTION AND INCREASING SALES TEMPO 
WITH 16mm SOUND 


AIR LINES 


Pan American World Airways 
System 


AUTOMOTIVE 
General Tire & Rubber Co. 
Nash-Kelvinator Corp. 
U. S. Electrical Motors, Inc. 
BEVERAGES 
Dr. Pepper Bottling Co. 
BUILDING PRODUCTS 
Johns-Manville Corp. 
National Gypsum Co. 


CHEMICALS 
National Carbide Corp. 


DEPARTMENT STORES 
Marshall Field & Co. 
R. H. Macy & Co., Inc. 
Gimbel Bros., Inc. 


ELECTRICAL EQUIPMENT 
General Electric Co. 
Gibson Refrigerator Co. 


FOOD PRODUCTS 
General Foods Corp. 
National Oats Co. 
Swift & Co. 


HARDWARE 
Yale & Towne Co. 
INSURANCE 
Bituminous Casualty Corp. 
Employers Mutual Casualty Co. 


The Fidelity & Casualty Co. of N. Y. 


General Accident Fire & Life 
Insurance 


Prudential Insurance Co. 


OPTICAL 
Polaroid Corp. 


PHARMACEUTICAL 
Tampax, Inc. 


PETROLEUM 
Ethyl Corp. 
Standard Oil Co. of N. J. 
Sun Oil Co. 
The Texas Co. 


FILMS 


RAILROAD 
Baltimore & Ohio Railroad Co. 


SHIPBUILDING 
Oregon Shipbuilding Corp. 


STEEL 
Bethlehem Steel Co. 
Republic Steel Corp. 


TELEPHONE 
New York Telephone Co. 
Northwestern Bell Telephone Co. 
Pacific Telephone & Telegraph Co. 


TOBACCO 
Philip Morris & Co., Ltd., Inc. 


TOILETRIES 
American Tissue Mills 
McKesson & Robbins, Inc. 
Procter & Gamble Co. 


WELDING 
Lincoln Electric Co. 











Which of these lovelies will be voted 


Miss Rheingold (949 ? 


| WATCH FOR THEM ON YOUR TELEVISION SCREEN | 














30 YEARS 


OF “VISUAL KNOW-HOW” 
applied to Television 


The technique of making films for tele- 
vision isn’t something you learn from a 
book ...or from shooting a lot of news- 
reel footage. 

Caravel learned the hard way — by 
making hundreds of successful films to 
promote sales. 


We suggest you profit the easy way 


by bringing your television problems 
to Caravel. 











I" WAS A HAPPY DAY for us when Caravel was selected by 

Foote, Cone & Belding to produce its first Rheingold 
Television Film. But don’t think for a minute this was an 
easy assignment... 


It’s one thing to capture a graceful pose, a charming 
smile by still photography... it’s quite another to give 
models speaking parts and present them naturally on 
screen. 


Then, too, the script called for a parade—with bottles in 
the guise of field artillery...cans parading as ski-troopers 


...and the reviewing stand packed with enthusiastic little 
manikins. 


A top-flight advertising agency doesn’t assign a job like 
this to novices. It can’t afford to! And neither can you—if 
you expect to use films for TELEVISION and to make them 
PAY! 


CARAVEL FILMS 


New York + 730 Fifth Avenue «+ Tel. Circle 7-6111 


INCORPORATED 


ate Detroit * 3010 Book Tower * Tel. CAdillac 6617 
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CORPORATION 


666 WEST HARVARD STREET + GLENDALE 4, CALIFORNIA + CABLE ADDRESS: "MITCAMCO” 


EASTERN REPRESENTATIVE: THEODORE ALTMAN® 521 FIFTH AVENUE «+ NEW YORK CITY 17 © MURRAY HILL 2-7038 
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WHAT WONT 
THEY DO 





KING-SIZE ADVERTISEMENTS for Greyhound Lines are the 
16mm sound color films which have taken almost 20 million 
people on half-hour ‘“‘sample tours” of America’s most 
fascinating areas. Five hundred prints are kept busy by non- 
theatrical film distributors, State University film libraries, 
and company employees. The latter use more than 100 com- 
pany-owned Filmosound projectors. 





YOUR BUSINESS IS DIFFERENT, but the odds are 10 to 1 that 
you, too, have a job which movies could do better, faster, 
more economically, more profitably. Capable film producers 
are ready to help you weigh the possibilities. Write us for 
their names. 


















BELL & HOWELL COM- 
PANY, 7108 McCor- 
mick Road, Chicago 45. 
Branches in New York, 
Hollywood, Washing- 
ton, D. C., and London. 


FINE PROJECTORS are 
’ if your film is 
to be fully successful. 
And the finest 16mm 
sound film projector, 
most commercial film 
users agree, is the... 
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AUDIO-VISUAL TRAINING BOOSTS EFFICIENCY of factory 
supervisors and foremen, The Creamery Package Mfg. Com- 
pany has found. For four years, weekly training conferences 
have featured sound movies on accident prevention, human 
relations, maintenance of product quality, and other perti- 
nent subjects. Dependable, top-quality reproduction of 
pictures and sound is assured by a Filmosound projector. 
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DISTRIBUTORS ENTHUSIASTICALLY USE FILMS provided by 
Thompson Products, Inc., to promote automotive parts sales. 
Thompson division managers help distributors stage meet- 
ings of auto mechanics and dealers. Attendance ranges from 
400 to 500, has totaled more than 44 million! The perform- 
ance of three Filmosound projectors among 13 other makes 
purchased since 1935 led to standardization—-20 Filmo- 
sounds were bought i 1947 


Bell « Howell 








MODERN TALKING PICTURE SERVICE IS NOW 
SUPPLYING SPONSORED FILM PROGRAMS TO 


27,114 Organizations 
Each Month* 


MILLIONS OF INFLUENTIAL AMERICANS, 
organized in clubs, lodges, churches, trade 
groups, unions and veterans’ organizations, etc., 
meet each week for discussion and fellowship 
in the highest tradition of group-minded Amer- 
ica. Motion pictures, with their audience ap- 
peal and emotional impact, provide popular 
program material which is in great demand 
among these active, purposeful audience 
groups... 


AMERICAN LEGION * AMVETS © A.F. OF L. * B'NAI 
BRITH * BOY SCOUTS * CIVITAN * C.I.0. * CHAM- 
BERS OF COMMERCE * COLLEGES * COMMUNITY 
CENTERS * D.A.R. © EAGLES * ELKS * EASTERN 
STAR * FARM BUREAUS * FEDERATED WOMEN'S 
CLUBS * 4-H CLUBS * FOREMENS CLUBS * FUTURE 
FARMERS OF AMERICA © FRATERNITIES * GARDEN 
CLUBS * GRANGES * HIGH SCHOOLS * HOLY 
NAME SOCIETIES * HOME ECONOMIC GROUPS 
HOSPITALS * IMPROVEMENT CLUBS * JUNIOR 
LEAGUES * KIWANIS * KNIGHTS OF COLUMBUS 
LIONS * MASONS * MEDICAL SOCIETIES * MOOSE 
MOTHERS CLUBS * OPTIMISTS * P.T.A. * POLITICAL 
CLUBS * PROFESSIONAL SOCIETIES * SALVATION 
ARMY * SPORTSMEN'S CLUBS * SORORITIES * ROTARY 
RESECCAHS * RESERVE OFFICERS ASSNS. * VETERANS 
OF FOREIGN WARS * VOCATIONAL SCHOOLS 
WOODMEN * AND MANY OTHERS. 


* Total audiences served during April, 1948. 





26 Regional Film-Exchanges move 
prints faster at lower transportation cost. 


Write for facts and information 
on how Modern can serve your needs— 








f6G.U & Pat OFF. 


MODERN TALKING 
PICTURE SERVICE, Inc. 


9 ROCKEFELLER PLAZA 142 E. ONTARIO ST. 
NEW YORK 20,N.Y. @ CHICAGO 11, ILL. 
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FILM CONTACT | THE NATIONAL 
MAN WANTED | 
Real opportunity in the film divi- | 1] \ FILM SOCIETY 


sion of one of the largest commer- 
| or Calbeaoe OFFERS 





cial art and photography studios in 
the middle west for an aggressive, 





personable man to contact commer- 


cial and industrial accounts in the CIRCULATION 


Chicago area. 
A creative background and IN CANADA 

knowledge of film production prob- 

lems are highly desirable. All 

replies confidential. . . 

replies confidentia relations films 

Box 601 + 
BUSINESS SCREEN MAGAZINE , 
812 N. Dearborn - Chicago 10, Ill. 172 Wellington St., Ottawa 





For your public 
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Experts agree 


1. Light-Weight Portability 

Revere 16 combines projector, speaker 
and accessories into a single unit weigh- 
ing only 33 pounds! As easy to carry as 
a suitcase! 


2. “Theatre"”-Tone 


Revere’s new electronic sound system 
and specially designed speaker ensure 
rich, true-fidelity tone in any size room. 


Don't judge by price alone! Compare Revere’s 
tone, volume, brilliance and operating 
ease with any sound projector made, 
regardless of price. 
Ask your Revere dealer $ 90 
for a demonstration. 


Complete 
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. Revere hias al 


3. Easy Operation 

Revere 16 is easiest of all sound projectors to 
set up and operate! Simple 4-point thread- 
ing . . . Automatic re-wind . . . Quick 
reel change . . . Convenient controls. 


Yes, Revere Sound Projector has the three most important features required for convenient 
and successful showing of 16mm sound movies. What's more, Revere operates equally 
well on AC or DC current (no current problem) . . . has 750-watt brilliancy (ample for 
any room, yet safe for films) . . . 1600-foot reel capacity . . . microphone and phonograph 
pick-up . . . fast 1.6 coated lens . . . sound or silent projection ... and other outstanding 
advantages. REVERE CAMERA COMPANY « CHICAGO 16 


Revere) 








Are We Overlooking the Filmstrip? 


@ SIMPLE BUT EFFECTIVE 


AST YEAR the 
on Education, Chamber ol 
United 


Committee 


Commerce of the 
States, released two pamphlets en 
titled “Education: An Investment 
in People,” and “Education Steps 
Up Living Standards.” Here again 
is factual data revealing the close 
relationship between the general 
and the eco 


level of education 


nomic well-being of the peopl 
within a country. This relation 
ship has been and continues to be 
a challenge to American Industry, 
\ continuous acceptance must be 
on hand! 
Sponsors, producers, and dis 
tributors of all sorts of educational! 
aids—especially visual aids—have 
attempted an acceptance of this 


And in 
through lists of free materials that 


challenge. glancing 
are available to educators it is ad 
mitted that 
has made a pretty fain attempt so 


American Industry 


far. Glancing a second time 
through the lists it is noted that 
the 16mm film has played and is 


continuing to play a leading role. 


TOOL AWAITS BUSINESS ¢ 


This is primarily due to the co 
operation of qualified film pro 
ducers, leading educators, and the 
large film distributing organiza 
tions, and a potent medium, 
Most film producers have rapid. 
ly been expanding new production 
because of generous and opportu 
and the 
ready availability of distribution. 
Credit 


nity-minded — sponsors 


should be given to those 


Boards of Education that have 
not shown a narrow minded apa 
thy towards the “business spon 


sored type of aid.” Production 
should be increased still more as 
business realizes its opportunity 
to do an excellent public relations 
job (not to overlook the fact that 
an unquestionably satisfactory 
“advertising” job is done) as well 
as an appreciated public service, 

Returning to the lists of tree 
aids mentioned above, it is signif 
icant to note that some sponsors 
have used that often misunder 
stood stepchild of the film world 

the filmstrip. Significant? Mis 


understood stepchild? Some might 


very well ask why this term is 
used. Let us approach the latter 
statement first. Too many people, 
many of whom should know bet 
ter, are not familiar with the film- 
strip as a tool of the educator. 
Many look upon the strip as a 
substitute for the motion picture. 
This, in spite of the fact that it 
has been said over and over that 
the strip might very well be com 
plementary and/or supplemen 
tary to the motion picture or any 
other educational tool. Some sys 
tems have used strips only instead 
of motion pictures but on delving 
into the facts one finds that this 
is a financial substitution not a 
Remember, a 
picture 


pedagogical one. 


good motion projector 


still costs many times more than 
and 


the ratio for the sales price of re 


a good filmstrip projector 


lease prints is still higher. 
Many users of the strip do not 
get the 


most utilization out olf 


one, This is especially true of 
the silent filmstrip. The teacher 
has complete control at all times. 
It can be 


used in whole or in 


parts. Parts not wanted can be 
easily passed over. Like any other 
educational tool it is a motivating 


force, not a panacea. But if it 


appears that we are falling into 
a trap by setting forth arguments 
for one tool as against another, 
let us say now that the filmstrip 
is a visual aid that stands on its 
own feet. It has its advantages 
and disadvantages. When it comes 
to motion or the film- 
strip has static qualities that hand- 
icap it. But many educational sub- 


jects are not concerned with eith- 


emotion, 


er. And some subjects have sec- 
tions that are not concerned with 
these problems. 

Phe advantages of the filmstrip 
bring us back to the use of the 
word “significant”. Industry, like 
our Boards of Education, is op 
erated by budgets. Expenditures 
of hard-earned capital are entrust 
ed to heads of departments who 
are often out to get the most for 
the least. And very probably they 
are absolutely correct. “The most 
difficult uppers” are the 
heads of the Public Relations De 
partment and the Advertising 
Manager. And this, we might say, 
is “significant”. 

For here is a tool that can be 


“givel 


most economically produced. Re- 
lease prints, even in color, are now 
so reasonable that distribution is 


(CONTINUED ON PAGE 44) 
















The Fonda 
Top-Friction Dri 


eliminates 
film slack 


Film slack is the number one problem in 
film developing. Fonda’s patented drive 
mechanism completely eliminates this 
problem ...making the Fonda developer 
the most efficient and most economical yet 
designed. Stainless steel construction... 
almost any speed range... processes 
any type film: 35mm, 16mm, black 
and white, positive, negative, 
reversal or microfilm. 


SS -s= 


FONDA FILM PROCESSING EQUIPMENT DIVISION 


STAINLESS PRODUCTS 


San Diego 12, Calif... .60 E. 42nd St., New York 17, N. Y. 


Patented Top-Friction Drive Mechanism 







Send for FREE 
descriptive booklet: 


Compare the Fonda machine with 
any other make by sending for your 
complimentary copy of the new 
illustrated booklet giving complete 
details of the Fonda Film Processor. 
Address Fonda Division, Solar 
Aircraft Co., 2288 Pacific Highway 
San Diego 12, Calif. 
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National Carbon Company, Inc. 
presents: 


Cforld “Premiere 
"CARBON ARC 


PROJECTION” 


in @lechnicolor 


At Meeting of Theatre Equipment 
and Supply Manufacturers... and 
Theatre Equipment Supply Dealers 








EE ‘CARBON ARC PROJECTION’’—15 minutes of vivid fast- 


moving Technicolor—the first movie ever produced to show the NATIONAL 
what...why...and how of the High Intensity Carbon Arc. World CARBON COMPANY, INC. 
premiere at 2 P.M., September 30, in the Hotel Jefferson, St. Louis, Room 1328, 30 East 42nd Street 


New York 17, N. Y. 
Unit of Union Carbide 
and Carbon Corporation 


spotlights the high points of the picture and explains how to obtain UCC) 


Missouri. 





Or write for our colorful folder, “Carbon Arc Projection,” which 








35mm and 16mm prints for special showings! See address at right. 


| ee 
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FILM FORUM: Letters to the Editor 





® THE READER’S COLUMN OF OPINIONS AND IDEAS * 


To the Editor 


The very wonderful and unexpected 
article you wrote has just recently been 
brought to my attention, It appeared in 
Issue Four, Volume Nine of BUSsINESs 
ScreEN, published June, 1948 It con 
cerns a picture on farm safety called 
Miracle in Paradise Valle 
flattering but welcome words in my be 
half 


and your most 


I would be telling a lie if I did not 
readily admit that your article filled me 
with a warm glow of pride, justified o1 
not. Such an accolade is “meat and 
drink” to anyone who has any “ham” in 
him at all 

However, it goes beyond that. In the 
comparatively short time I have been 
working in the profession I have arrived 
at a conclusion which to me is inescap 
able Anyone who professes to be an 


actor should treat his profession with 
the same sincerity and high-mindedness 
as that required of a doctor or a min 
ister, I think, perhaps, that may be one 
of the major ills that Hollywood seems 
to be suffering from at this time, 


Ihe value of the motion picture as an 
educational, entertaining, and last but 
not least, a propaganda medium was 
forcibly brought to me during the war. 
Ihe only criticism I could make of 
commercial pictures is that they fail to 
entertain for the most part. I think you 
will agree that anyone assimilates and 
retains more if they are relaxed. A little 
humor and a little human interest would 
certainly serve this purpose 

\ny successful project must be a happy 
combination of many things. In a pic 
ture it is first of all writing. Next comes 
direction, without which, no actor can 


ever be sure of his performance. Lastly, 
a great deal of “plain luck” is required. 
I feel I have bored you with this lengthy, 
rambling letter, but, you see, you brought 
it on yourself 

Kirby Grant 
ED: Thanks to Actor Kirby Grant for a 
fine, sincere performance in The Miracle 
of Paradise Valley and thanks to him 
for a most revealing report on his pro 
fessional viewpoint 

* * * 


To the Editor: 


We have found the list of available 
producer's films in your magazine of 
considerable help to us in connection 
with the training of mill and cabinet 
apprentices and carpenter apprentices. 
We read with interest your recent article 
on proposed activities in connection with 
producer's films 

In sending our report to the lender 
of the film, we are rather free to give 
vent to out opinions good or bad. I am 
attaching a copy of a letter to the West 
ern Pine Association which is_ typical. 
I do not know whether this subject mat- 








SLIDES 
FOR EFFICIENCY 


HERE IS SOMETHING TO REMEMBER! 
Thirty-five millimeter 2” x 2” slides 
when automatically used in Admatic are 
the most practical, economical and flexi 
ble visual film medium. Here are the 
reasons 


. Glass mounted slides never come in 
touch with any moving projector part 
Hence they never become scratched 
or collect dust or dirt. 


ny 


. Slides consequently have far longer 
life. No film breakage — no splicing 
— no plus handling. 


w 


. They remain clear and sharp for al 
most indefinite periods of time in 
ADMATIC Projectors. 


— 


. When a slide message needs to be 
changed for advertising or merchan 
dising reasons all that is necessary is 
to instantly remove the one that may 
be obsolete and instantly replace it 
with another, No need to produce an 
entire new strip of film or to splice in 
a new film sequence. 


bal 


Any modern camera handling stand 
ard double frame 35 millimeter color 
film can be used 


o 


. Flexible slide programs can be made 
using 2, 3, 5, 6, 10, 15 or 30 slides by 
using reprints which are inexpen 
sively available. Slides are inter 
changeable permitting programs to 
be easily and quickly changed. Each 
slide remains on the screen for six 
seconds. 


LOW COST OF SLIDES 


A roll of 36 exposures in 35mm color 
film costs approximately $5.00. When 
your negatives are sent to an Eastman 
laboratory, they will prepare 2” x 2” 
slides glass mounted for only 20 
cents each. If you cre in position to 
handle your own glass mounting, it can 
be done for considerably less. Either 
Kodachrome coler film or Ansco color — 
cr other preferred color films can be 
used — all at equally low cost. 


ADMATIC—YOUR 
BEST VALUE 











A Point of Sale “Natural” 
for Dealer display rooms 
Retail store departments 
Store windows 
Office lobbies 
Sales offices 
Conventions 
Personnel waiting rooms 
Employee training quarters 
Sales meetings 


ADMATIC automatically and economi- 
cally shows your products and their 
special features in a sequence story 
with thirty 2”’ x 2”’ color slides magni- 
fied upon the large cabinet screen. 
The brilliant, true color of projected 
messages make ADMATIC an ex- 
tremely practical, common-sense, ef- 
fective advertising medium. Price 
only $329.00. Synchronized sound 


attachment at nominal added cost. 


Write for descriptive circular, price, and ADMATIC projector specifications. 


AD wrcctic Projector Company 
SALES AND DISPLAY OFFICE 


318 West Randolph Street 














Chicago 6, Illinois 








ter is of any use to you. If it is, I will 
be very glad to run an extra copy which 
I will mail you without comment, I 
would rather not do this unless it serves 
some purpose, so please be frank and 
decline the offer if it serves no purpose. 

We have used numerous producer 
films and have only one real complaint: 
that is practically all the films show the 
manner of producing the product but 
do not show how we are to handle the 
product once we have obtained it. I 
realize that the producer did not make 
the film for the type of audience with 
which we are using it. Due to the ac- 
tivity in apprentice training which has 
been considerably accelerated, it appears 
to me that this apprentice audience 
is going to have a very material effect on 
producer's materials; therefore, it de 
serves some attention from the producer 
angle. 

As a matter of curiosity, I have used 
some of these films before different types 
of audiences, but to do so I have been 
forced to dig up considerabie supple- 
mental information to keep the film 
from being nothing more or less than 
Where I! 
have taken the trouble to dig up the 


informative entertainment. 


information applicable to the type of 
audience, the films have developed into 
very fine conversational pieces. 

I hope that producers will consider 
the possibility of different types of audi- 
ences and prepare typical information 
for different types of audiences, so that 
when a film is shown it can be easily 
discussed by whoever is showing the film. 

I am attaching a copy of a letter I 
wrote to the Freeport Sulphur people. 
In the case of their film their circular 
permitted me to get the information 
quickly. I think they have set a good 
pattern to be followed by other pro 
ducers. 

I have come in contact with numerous 
educators who are not in favor of the 
use of films in general, claiming that it 
is a form of entertainment and serves 
no real purpose in apprentice training, 
etc. I am certain that this arises from 
the fact that many instructors do not 
preview the film and do not qualify 
themselves to use the film as a basis for 
discussion, expecting the film to do all 
the work. 

In practically every film there has been 
a minimum of 20 words that could not 
be reasonably defined by any member 
of the apprentice audience, in spite of 
the fact that the word was more or less 
directly connected with what was hap 
pening on the screen. This alone in- 
volves some attention on the part of the 
user of the film, if he is going. to open 
up the subject matter for discussion. 
Practically all the apprentice instructors 
are men who work at the trade during 
the day and teach in the evening and 
they need dope sheets if the producer 
films are going to do the maximum of 
good, 

The Simmonds Saw people produced 
what I believe to be the most outstand- 
ing film that I have used. It was dealing 
with Steel Knives for Industry. Prior to 
the use of this film, practically none of 
the mechanics using the items discussed 
had any knowledge as to the cost of 
same. After having been shown the film 
they apparently evaluated the items in 
terms of work done to produce the item. 
\n astounding improvement has oc 
curred in the way they handle the items 
since seeing the film. This phenomenon 
(CONTINUED ON PAGE FIFTY-1WO) 
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L. the past eleven and a half years—Jan. 1, 1937, to July l, 
1948 —Wilding has produced or now has in work a total of 
549 sound motion pictures, sponsored by American business 


and industry. 


That steady flow of creative output in 138 months averages 


one new production released each week. 


A greater part of these pictures were designed to sell ideas, 
merchandise and services. Customers who selected Wilding 
must be confident we make pictures that sell. The same 
skills in writing and in production will sell from the television 
screen, it has been proved, just as powerfully and as persist- 


ently as from the motion picture screen. 


Creators and Producers 
of Sound Motion Pictures 
for Commercial, Educational 


and Television A pplication 








up 
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Duper -service— 
and super-quality, too! 


We know how much the success of your Slide 
Film Transcription projects depends on sure 
and safe delivery! That’s why we make a fea- 
ture of our full responsibility when it comes to 
supplying your jobs promptly and exactly to 
your specifications. 

And in addition to ‘‘on the dot”’ service, 
Columbia Transcriptions are quality through 
and through! Pure vinylite pressings for utmost 
fidelity with minimum surface noise . . . pro- 
duced with the most advanced modern studio 
recording equipment.Call on us for all the quick, 


convincing details. 


Among the Clients served by Columbia Transcriptions: 


The Jam Handy Organization 
Wilding Picture Productions, Inc. 
Caravel Films, Inc. + Florez, Inc. 

Pathescope Company of America, Inc. 

Transfilm, Inc. - Ball Films 

Fletcher Smith Studios, Inc. 





é 


hn 


A Division of Columbia Records Inc. ab 
NEW YORK: 799 Seventh Avenue, Circle 5-7300 
CHICAGO: Wrigley Building, 
410 North Michigan Avenue, Whitehall 6000 
LOS ANGELES: 8723 Alden Drive, Bradshaw 2-2759 


Trade-marks “Columbio” and @® Reg. U. S. Pat. Of 
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Aeves |ht 1omm. PROJECTOR 
THAT OUT-PERFORMED THEM ALL! 


The Completely New 








*& DeVev's “Super 16” by metered test 
out-performed the field for brightest, 
clearest pictures! 


*& DeVev's “Super 16” by metered test 
out-performed the field for truest-to- 
life sound! 


*& DeVev's “Super 16” reflects advanced 
engineering in (1) design, (2) materials, 
(3) performance. 


The smartest looking, smoothest performing, sweetest 
running projector EVER—and by far the most beautiful 


Be guided by a leading manufacturer's unbiased 
‘ Db 


CONSTRUCTION: Lightweight for easy portability 
Rugged ... Insuring long, trouble-free performance! 
First projector with magnesium alloy (Dow Metal) 
projector mounting plate for maximum strength, 
minimum weight. OPERATION: DeVry “Super 
16s" were rated simple to operate. . . . Require no 
special training to set up, thread, focus or rewind. 
Notably kind to film. 


test of the six best-known |l6mm. sound-on-film 
projectors, These tests revealed: LIGHT OUTPUT: 
The “Super 16° out-performed all competitive pro- 
jectors for most brilliant illumination by 40 to 
250 This means you get brightest, clearest pic- 
tures with a DeVry. SOUND: Excellent. Came closer 


than any other projector to conveying actual room 


: ae Where you want true theatre quality in both pro- 
presence of reproduced sound Your assurance Sttccmiined jection and sound —accept the unchallengeable 
that voice, music and sound effects will be repro- ray Preheat results of this unbiased Big Industry test: Buy 
duced at exact recorded pitch Matched Cases. DeVry’s “Super 16.” 


















See Them...Hear Them... NOW! 


PROVE TO YOURSELF THAT 





New...also by DeVry... THE BEST PROJECTOR 
BUY IN THE LOWEST PRICE FIELD...... 


v. Sj id Z Literally a Theatre-in-a 


A Suitcase,” the new DeVry DeVry’s DeVry's 
Bantam” gives you hig “Super 16” and “Bantam” 
projector features 750- 


1000 watt illumination for 
brilliant, clear pictures; ro- 
tary sound drum for true- 
to-life sound; 2000 ft. film 
PROJECTOR, AMPLIFIER, capacity; highly corrected 
SPEAKER and SCREEN conees projection lens; 
ALL-IN-ONE SMALL — cowsl.removale conden 
CASE... WEIGHING ° 


projection; motor rewind- 


LESS THAN 31 Ibs. ing; AC-DC operation. 


16mm. Sound-Silent Projectors give you: 





Brightest, Clearest Pictures Light-meter the bril- 
liance that floods the screen’s entire surface 


Unsurpassed Fidelity of Sound Compare DeVry’s 
wow-free, flutter-free, hum-free amplification of a 


piano film 





Ask your Industrial Film Producer for a Demonstration of the Sensational 
DeVry ‘‘Super 16'' and the Incomparable DeVry ‘‘Bantam'’ or contact: 


DEVRY CORPORATION—I111 ARMITAGE AVE.—Lincoln 9-5200—CHICAGO 14, ILL. 


DeVry Corporation Arrow Fitms, Ltd, DeVry Corporation 
52 Vanderbilt Avenue New York 17,.N. ¥, 13.15. Bay Street, Torente 5, Ontario, Canada 5121 Sunset Blvd, Hollywood, California 
Murray Hill 6-3397 Normandie 6621 





| National Fire Underwriters 
Offer Fire Prevention Film 
*® A dramatic new one-min- 
ute film trailer, Stop Fire, the 
Fifth Horseman, produced by 
the National Board of Fire 
Underwriters, is now ready 
for distribution, 
Prepared particularly for 
Fire Prevention Week, Oc- 
tober 3-9, the minute-movie 


“Dress Up’ 


Your Presentation 
with DA-LITE’S 


Handsome, New 


PICTURE 
KING 


Here’s a screen that adds “eye appeal” to every 


| presents on-the-spot scenes of 
spectacular fires, which last 
year alone cost 10,000 lives 
and $700,000,000 property 
damage. Some of the scenes 


were taken with the coopera- 
tion of the New York City Fire 
Department. 
The film also points out 
briefly what steps citizens can 
take to prevent fire. It is 





: a available to all fire chiefs, mar- 
E—Aluminum equalizing slat 


saddle 


shals, city officials, safety coun- 
. , —— ‘ 
presentation. The smart appearance of Da-Lite’s cils, chambers of commerce, 


140th Anniversary Model instantly creates the right F—Critical leveler insurance organizations, and 


: 3 : | cea ss other civic and public welfare 
impression. It associates your product or service 


, . , . , groups for use in planning 
with quality even before your sales film is pro- 


Before you buy any large tripod screen, see the | their own fire safety cam- 


jected. paigns. It is available in 35mm 


Picture King and compare. No other has its fabric ie th e 
: a for theatrical distribution, 
protecting “No Rub” Octagon case, slat lock, slat 


The smooth operation of the Picture King gets and 16mm for clubs, schools 

your show started promptly ... And the finer pic- plug and slat collar. Comes in seven popular sizes | and fire departments. ' 

: and prices. Organizations ordering it 

| may have sponsor credit on 

wider angles, puts your message across clearly. | the end title at no extra 

brilliantly and more effectively. 45x60"... .$48.75 70x70"... . $62.00 charge. Films are $6.00 a print 

and may be obtained by 

60"x60".... 52.75 63"x84”".... 83.00 writing Audio Productions, 

Inc., Film Center Building, 

52x70"... 55.00 84x84"... 90.00 | 90 Nintt) Ave. New York 19, 
New York. 


ture surface of this model, reflecting more light to 


72"x96"...... $95.00 National Safety Congress 


in Chicago Next Month 
@ Words seldom heard out- 


Ask your dealer for the handsome, new Picture side the laboratory three years 


rs . . ago are rinkled liberally 
King — first choice for Ruggedness, Beauty, Bal- de eee a 4 : 


A through the program for this 
ance and Easy Handling! Write for descriptive 


year’s National Safety Con- 














circulars! eress and Exposition, which 
§ | 

will be held the week of Oc- 
A — Concealed goose- Fiqure 3 tober 18-22 in Chicago, Atom- 

neck g : a = 
C—Slat lock ic, supersonic, rocket, jet — 
B—Tenite slat plug cnd : DA-LITE SCREEN CO INC such words mark the nation’s 
collar. D—Tenite control knob " = technological advancement 
G—Critical leveler 2703 N. Pulaski Road Chicago 39, I, | nd with it the changing prob- 

lems of industrial safety. 

Trade Mark Reg. t S. Pat. Of. 


persons will pour into Chi- 
cago for five days. 





New Safety Film Directory 

@ The authoritative Nation- 
al Directory of Safety Films, 
prepared by the National 








Nearly 10,000 safety-minded 
| 
| 


TAKE ADVANTAGE OF THIS COMPLETE AUDIO-VISUAL REFERENCE CENTER! 


The Reader Service Bureau of BUSINESS SCREEN Guides and other a-v publications than any other Safety Council in cooperation 
is at your service to answer inquiries concerning national source. Write, wire or telephone the | with the Editors of Business 
films available the latest in equipment and geo- Reader Service Bureau, 812 N. Dearborn Street, | SCREEN is now available at 
graphical information such as nearest dealers and Chicago. Whitehall 4-6807. See page 48 for refer- 25c per copy. Lists 403 mo- 


distributors to serve you. Publishers of more Film ence books available from BUSINESS SCREEN. 


tion pictures and slide films 
together with sources. 
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this vew kind of 
PORTABLE Projector 


The Ampro Compact has 
been built for those who need a portable, 
single-case quality projector ata popular price. Itisa 


basically new type of portable projector which brings you: 
1. New Amazingly Compact One-Case Unit | 


A complete full size 16mm. sound picture 
projection outfit—including projector, 





; 

amplifier, detachable 8” speaker and cord, 

plus room for extra 400’ reel and film—all 

gener U in one portable case. Measures only 15” x 
2114” x 934”. Speaker can be instantly 

eo 2 ' ’ : 


removed and set up near screen for best 
sound reproduction. 





2. New Remarkably Quick Set-Up 

ye Through new counterbalancing mechanism, 
projector swings up into operating position 

in one easy movement. Permanently attached 
reel arms swing quickly into position—and | 
in less than ten seconds the Ampro Compact f 
is ready to thread, connect and operate. ca 


3. Full Professional Quality Projection 

The many Ampro quality features, tested in 
thousands of projectors over many years and 
through millions of performances, are fully 
maintained. Not a new untried unit—but 
rather an ingenious adaptation of a proven | 


16mm. sound projector. Unusually quiet- 
running. 








4. 100% Availability for Quick Servicing 


The entire chassis of the Ampro Compact can be removed 
quick'!y and easily from the case. This is the only portable one- 
case 16mm. sound projector that offers 100% convenient avail- 
ability for both mechanical and electrical servicing. 


—_—__ 
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be 
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Plus New Lower Price and many other new features 
Including a new free flow streamlined cooling system—and 


special cushioning to protect projector mechanism against 
shocks. An ideal unit for both silent and sound projection for 
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moderate sized audiences where compactness, ease of set-up, 
REG. U. S. PAT. OFF portability, quality of projection, are important factors. nie 
i evr 
san ceotoqsoooeesse*” ; | 
: eoeeeeeee? 2835 N. Western Ave. BS9%6 bd { 
ttle ate -_ , 
na he 
° 7 iW. -w Amp 
¢ Se { me full details and price of the new ° 
g. [ © Fante Sale tor “The § 
~ enc or ook ts . Compact Projector. , of the illustrated booklet, “The e 
© 1 Lenclose 10c for a yl Sound Motion Pictures. : 
Mail coupon for full details on the new Ampro Com- ° ~ Amazing Story — oT | for Teaching.” . 
7 ea 2 hl lew O 
pact. Also send for interesting booklets “The Amazing ° I enclose 10c for A New pa ter World.” * 
Story of 16mm. Sound Motion Pictures” (the illustrated 4 I enclose 10c for “Toward a Bette 2 
story of how sound pictures are made and projected ) — - . 
“A New Tool for Teaching” (the story of sound films 7 Name nei . 
in the classroom)—‘Toward a Better World” (how ° ° 
churches are utilizing sound pictures). These informa- = Address + 
, ° ‘ 
tive booklets will be mailed to you postpaid for 10c each. ° ome esses? 
e oY -peeeoseeoees?" 
eeeoeseooeose® 
e 7 * eo). MJ ° ° N é. ON e MEN © 





Meet Candid Mike. Our 
hero’s passion for an- 
onymity will disappear 
with television. 


DON’T YOU DARE DO THAT 
TO US AGAIN, MR. ALLEN ‘‘CANDID 
MICROPHONE’’ FUNT... 


(unless you need top-notch service 


on television films ---- fast) 


When ABC officials decided that 
they just had to have a video ver- 
sion of Al Funt’s famous Candid 
Microphone to spark the recent 
opening of WJZ-TV. they probably 
never realized that making a tele- 
vision film is lots more compli- 
cated than sneaking up on a Bronx 
housewife with a tape recorder. 
They gave Al 8 days to create, 
shoot, edit and service a half-hour 
film. (Didn’t they ever hear of 


Hollywood?) 


our large library of original track- 
recorded film music. In our record- 
ing studios we (4) set up the lip- 
synch and finally (5) mixed film, 
recordings, live narration and 
sound effects through our new 8- 
position mixing console to make the 
final composite print. 


P.S.: Al’s new Candid Microphone 
a-la-video was the hit of the WJZ- 


By the morning of Monday, August 5.° 
- ['V premiere—on August 10th. 


Oth. all Al had was some candid 
film and sound some 
bright ideas . . . and a 29-minute 
spot on the gala premiere of WJZ- 
TV on Tuesday. fugust 10th! 


sequences, 
ee We hope Al never gets us over a 
barrel like that again. But we're 
sort of glad it happened that way 
we've proved that raw film can be 
whipped into the finest type of half- 
hour video showmanship in 14 
hours. That fact will become more 
and more important to television 
producers and advertisers. We can 
do it again if we have to, but we'd 
like 48 hours at least. 


Then the Gods that protect children 
and radio producers directed him 
to the Emil Velazco studios. He had 
us going in circles for 14 furious 
hours. We (1) gave him a com- 
pletely equipped air-conditioned 
cutting room and (2) a cracker- 
jack film editor who squeezed every 
bit of humor and drama out of the 
material. Then we (3) selected the 
appropriate musical bridges from 


If YOU have a minute spot or an 
hour show, weekly or daily, let us 
show you how it can be done on film 
within a modest budget and a fast 
schedule. Our all-in-one facilities 
save time and our big-scale 
operation saves overhead-costs-per- 
reel. 


LAZCO 


N ¢€¢ O09 R P O R A FT € BD 





723 SEVENTH AVE., NEW YORK 19, N. Y. | 


THE COMPLETE SERVICE FOR TELEVISION FILM PRODUCERS 
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Form National Television Film 


Council in New York City 




















@ Almost 100 representatives of 
television stations, film producers, 
distributors, advertising agencies 
and publications attended the sec- 
ond meeting of the newly formed 
National Television Film Coun- 
cil in New York last month, 

NTFC Chairman Melvin L. 
Gold reaffirmed the purpose of 
the Council in reconciling the dif- 
ferences between TV stations and 
film distributors, setting up a 
Standard Exhibition Contract, 
establishing a clearance bureau 
for television rights, preparing a 
catalog of available films for tele- 
vision and the long range project 
of the arbitration board. Gold 
introduced Seymour Peyser who 
has been retained as legal counsel 
for NTFC. 


EXPLAINS STANDARD CONTRACT 

Peyser explained the various 
practices and procedures covered 
in the Standard Exhibition Con- 
tract, emphasizing the fact that 
the new agreement would in no 
way attempt to negotiate for the 
television or the film distributor. 
He pointed out that the contract's 
function would be to standardize 
methods of doing business, the 
physical handling of each print, 
and to clearly define the obliga- 
tions of the distributor and the 
telecaster in matters of exhibiting 
films on television. Peyser cau- 
tioned that the contract was not 
to be construed as complete or 
final in any respect. The pro- 
posed contract is in effect a series 
of recommendations that are be- 
ing submitted to 500 television 
stations, film producers, distribu- 
advertising agencies and 
trade publications, for considera- 
tion and suggestions, It was re- 
quested that all recommendations 
for changes in the existing pro- 
posals, additions or deletions, be 
made in writing to Melvin L. 
Gold, NTFC Chairman, 300 West 
23rd Street, New York. 


tors, 


MAURER PROVIDES DEMONSTRATION 

John A. Maurer, Engineering 
Vice President of the Society of 
Motion Picture Engineers and 
president of J. A. Maurer, Inc., 
presented an informative demon- 
stration of good and bad quality 
l6mm scene and sound for tele- 
vision purposes. Maurer explained 
the misinformation prevalent that 
frequently leaves the impression 
that 16mm is an amateur medium. 


He pointed out that to the ama- 
teur, high contrast is the most de- 
sirable quality in print result. For 
television, however, Maurer ex- 
plained the need for confinement 
to a narrower grey scale resulting 
in a more suitable film for telecast- 
ing while retaining all necessary 
cletail and definition. Maurer fur- 
ther stated that television is very 
critical of changes in density and 
that producers must maintain a 
consistent density in changing 
scenes that would not provide 
present difficulties for television 
Cngineers. 

Commenting on complaints 
that much of the 16mm film now 
being telecast is not too good (Ed. 
Note: This is putting it mildly) 
Maurer charged that the fault lies 
in the equipment being used in 
most television stations, and that 
equipment that will provide ex- 
cellent reproduction 16mm 
scene and sound is available. 


of 


* * * 


Philadelphia Television Outlet 

Announces New Rates & Terms 

@ The new WNBT television rate 
card, announced last month, is 
all-inclusive in supplying televi- 
sion time buyers with complete 
information and rate schedules. 
The card includes information on 
program production and services, 
personnel and equipment offered 
for live and film studio produc- 
tions, contract requirements and 
discounts. It contains time 
rates, live and film studio usage 
rates and announcement charges. 


also 


A valuable feature for time buy- 
ers is the frequency rate section 
which discloses the total cost for 
program time and studio usage 
including frequency discounts on 
various contract terms. 

The new base hourly evening 
time gross rate is $1,000, an in- 
crease of one third over the pres- 
ent rate. According to NBC, tele- 
vision set installation has already 
increased 45% over April 1, when 
the present rate was established, 
and by present trends will have 
increased 67% by October 1, the 
effective date of the new card. 
NBC notes that in a medium ex- 
periencing such rapid growth, the 
advertising value of television in- 
creases substantially every month. 
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GENERAL (46) ELECT 


IN 


[I4/ 


§ ratistics alone cannot faithfully record the accomplishments 


of a large industrial organization . . . or portray its importance in 
the American pattern. That is why General Electric Company’s 
latest annual report to its stockholders has been presented via 
the motion picture ‘General Electric in 1947.'’ Produced in full 
~ color — with animation to give warmth and meaning to cold figures 
— this film tells the story of how stockholders’ dollars make possible 
new installations, new products, new scientific developments. It 
stresses the significance of these contributions to the life and 


progress of America. 


Kapha G, Voy 


STUDIOS HOLLYWOOD 28 CALIFORNIA 


¥ 
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Pulling Power 
WILL TELL 


The film was a star attraction with women’s 
groups piling up sales of the client’s prod- 
ucts with portrayals of tempting recipes woven 


through the plot. 


Recently, however, it was used in a secondary 
role... to “fill out” a show merchandising the 
client’s new radio program. But pulling power 
makes itself felt. Despite minor billing, the film 


stole the sho t. 





Next day a tidal wave hit the stores. Stocks 
of the client’s products shrunk swiftly. Sales 
volume shot up to ten times normal in three 


days. 


It was bound to happen. Nothing gets your story 
across as quickly, conclusively, as sound films, 
nearest thing to push-button education IF 
they’re made right .. . IF, that is, they’re Associ- 


ated Films, which consistently bring high returns 


If you still have a stubborn sales, advertising or 
public relations problem, it could be because you 
haven’t yet called us in. Why not let us show you 
the film that stole the show 


show you what 


Associated can do for you 


SHOWING DOES IT . . . and Quicker 


ASSOCIATED 
FILMAKERS 


INCORPORATED 


45 ROCKEFELLER PLAZA NEW YORK 20, N. Y. 
Columbus 5-8335-6-7 

9155 SUNSET BLVD. HOLLYWOOD 46, CALIF. 
Crestview 5-1164-5-6 
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Video Film Commercials v.s. Live Ones 


* Much has been said about why filmed 
commercials are better for television than 
“live’’ ones. (See several back issues of Bust- 
Ness SCREEN during the past three years.) 
Litthe has been said about the current state 
ol film commercials as they are seen day after 
day on the TV screen. 

We think that without doubt filmed com 
mercials can be better than “live’’ ones, but 
so far, sad to say, this has not been entirely 
true. Viewers are surfeited with jerkily mov- 
ine clowns, gnomes, litthe lambs, and othe 
denizens of zoo and fancy. ‘This is all very 
cute, but now about as appealing as an old 


Bobby Breen movie. 


New York PREFERENCES ARE SURVEYED 

It seems to us that an element of downright 
lorthrightness would be a good thing to see. 
Last month we questioned a panel of 15 ad 
vertisers, their agents, and just general listen- 
ers on what they considered the most effective 
advertising seen on the air in New York dui 
ing August. Here are the results: 

Pexaco Pitchman: 6 

Mel Allen speaking direct (Ballantine bas« 

ball) commercials: 5 

Old Gold Baseball commercials: 2 

Miss Rheingold: | 

Camel Newsreel: | 

The two top scorers on this informal poll 
were both “live” commercials. ‘The Texaco 
pitchman, Sid Stone, is an old vaudevillian 
who originally popularized “Go away, brother, 
you bother me”, and ‘“Tell you what I'm goin’ 
ta do”. He sells snake oil and assorted other 
phony products along with his spiel for Fire 
Chief gasoline and Havoline motor oil, gets 
as big a hand from the studio audience as the 
top entertainers. Mel Allen is one of the 
country’s most popular baseball announcers 
who now doubles on television for an inning 
or two each game. He speaks informally, geni- 
ally, and holds up a Ballantine poster. Sounds 
corny? It sells. It sells so much better than 
little lambs or gnomes that the word is get 
ting around that films are not worth the 
trouble to make them. 

Firms CAN Be Betrrer—WirHoutT WHIMSY 

But this. is just not true, The same direct, 
friendly approach can be made on films, as in 
a “live” performance, and still ease network- 
ing, provide readily available spots, guarantee 
against embarrassing fluffs, and perform the 
other yeoman chores of film. 

Perhaps the difficulty lies in the fact that 
IV time-buyers, many of them embryonic 
film users, are overwhelmed with the versa- 
tility of movies. Take it easy, boys! Whimsy 
goes just so far, and it’s already gone much 
too far in television. Give film a break and it 
will provide many good minutes of air time, 
with many fewer headaches. 


N. Y. Conferences Discuss Labor Films 

* Audio-visual materials in the field of in- 
dustrial and labor relations were demon- 
strated at two conferences held recently at the 
New York State School of Industrial and La- 
bor Relations at Cornell University. 

Professor J. James Jehring, head of the 
\udio-Visual Division of the school, showed 
a number of films as examples of audio-visual 
aids employed in the teaching of economics 
to supervisors and workers at the Second An- 
nual Plant Training Directors Conference on 
“Developing Understanding of Basic Eco- 
nomics” held at Cornell in July. 

At the Third Annual Conference on the 
Teaching of Economics jointly sponsored by 
the New York State School of Industrial and 
Labor Relations and the American Economic 
Association, Aug. 25-31, Prof. Jehring pre- 
sented a film program chosen by the conferees 
from the following list: Three to be Served, 
Everybody Can Help Conquer Inflation, The 
Annual Report of the Jewel Tea Company, 
There Were Three Men, Round Trip, Money 
at Work, Unemployment and Money, Distrib- 
uting America’s Goods, Raise Wages Not 
Prices, Fifty Two Pay Checks a Year, Eco- 
nomics, 1.1.0. 

At the Labor Economics Conference, re- 
cordings on “Human Relations Problems” 
were also used, and Professor Jehring gave a 
talk on the use of audio-visual materials in 
teaching industrial and labor relations. 

Jehring found a growing enthusiasm on the 


(CONTINUED ON PAGI EIGHTEEN) 





for price and quality 


COMPCO 


precision manufactured 


STEEL FILM CANS 
AND REELS 


Tempered steel reels hold to width... 
eliminate film rubbing and binding. Cans 
protect your valuable films from damage 
in shipping and handling. Reels and cans 
are lustrous, baked-on, hammertone gray 
finish. 
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or anyone considering a picture 
I to reach the great rural audience, 

we earnestly suggest having a 

Films For Industry representative 


screen a print of 


|! OOD OF THE WORLD 


(In sparkling natural color, of course) 


| t should show you the wisdom of 
discussing your objectives and 


production concepts with: 


FILMS FOR INDUSTRY, INC. 
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TRENDS in the NEW 


(CONTINUED FROM PAGE SIXTEEN) 
part of conferees for audio-visual methods. 
He says: 

“The vital interest in the audio-visual ma- 
terials available in the field of industrial and 
labor relations demonstrated at the two Cor 
nell conferences this summer points to the 
growing importance both industries and uni- 
versities are attaching to this media. 

“For industry, audio-visual methods serve 
as a means of imparting basic economic con- 
cepts to their employees, as well as a means 
of presenting them with some factual material 
on the economic condition of the enterprise 
through films on the annual reports, 

“For the university professor of labor eco 
nomics audio-visual materials mean having 
available a media through which he can make 
some of the abstract ideas in economics more 
meaningful to students. 

“The reception given the program of audio- 
visual materials at these conferences demon- 
strates the increasing importance which these 
groups are attaching to the audio-visual meth- 
od of communication.” 

Labor unions themselves have become ex- 
The C1O 


has been particularly active, with hundreds of 


tensive users of all types of films, 


motion picture and slidefilm projectors in use. 


Here’s Origin of Kodak’s Trade Name: 

* “Kodak”—a word coined by George East- 

man came into being exactly sixty years ago. 
It was registered as a trade-mark in the 

United States on September 4, 1888, Eastman 


Kodak officials recall. The word literally came 
“out of the ether.” Except as it describes a 
kind of camera and photographic equipment, 
it is as meaningless as a child’s first “goo.” 

The year Mr. Eastman designed his first 
camera, he also devised the word—by experi- 
menting with letters. He wanted a word easily 
spelled and pronounced. He toyed with let- 
ters until he arranged them to his satisfaction. 

He accounted for the word thus: 

“I devised the name myself. A trade-mark 
should be short, vigorous, incapable of being 
mispelled to an extent that will destroy its 
identity, and—in order to satisfy trade-mark 
laws—it must mean nothing, 

“A letter ‘K’ had been a favorite with me— 
it seemed a strong, incisive sort of letter. 
Vherefore, the word I wanted had to start 
with ‘K’. Then it became a question of trying 
out a great number of combinations of letters.” 

Ihat—despite imaginative tales to the con- 
trary—is the source of the household word. 


Television Must Guard its Standards 


* No medium of communication has more 
fear of public condemnation for lack of cur- 
rent concepts of morality, racial and religious 
tolerance, and the mores of modern society 
than the radio broadcasting industry. 

Radio sponsors shudder at the thought of 
a slightest breach of the unwritten code under 
which they operate. Let any hint of a breach 
in this code go out on the air and thousands 
of protesting letters are written censuring the 
sponsor and broadcaster alike; various official 
and semi-official religious, racial and national- 


ity associations threaten boycotts; and Jimmy 
Fidler fulminates from his Sunday night pul- 
pit if a screen character was involved in the 
mishap, 

Considering this condition, it is surprising 
to see the lack of restriction now found in 
television. For instance: on a recent Friday 
night WCBS-TV broadcast a “darky” joke; on 
Sunday WNBT broadcast the words “dumb, 
illiterate Italian,” used in a semi-generaliza- 
tion; WJZ-TV on the same night had a woman 
saying “Oh, he’s a son-of-a-beeeg-guy.” WNBT 
showed a roomful of people with highball 
glasses at their elbows (might be whiskey, you 
know ), although WJZ-TV carefully identified 
cocktail glasses in their night club scene as 
being full of ginger ale. 

Now, all these examples of possible sources 
of public disapproval were, indeed, innocuous 
and intended in no corrupting or derogatory 
sense at all. We certainly hope that mention- 
ing the subject will not stir the “Watch and 
Ward-ers” into action, for over-strict censor- 
ship usually shuts out more good than bad. 

But television is growing fast, and its audi- 
ence is being gained from the same public 
which has demanded the strict standards now 
governing radio. How long will it take for the 
zealous purists and the organized pressure 
groups to begin casting their jaundiced eyes 
seriously into the video scope? 

Sponsors might well begin to ponder this, 
I'wo of the examples mentioned above oc- 
curred on sponsored shows. Were any viewers 
disturbed by what they saw and heard? Were 
they resentful? We hope not, but we think it 
is highly possible. & 
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Sound projector 


(with silent speed) 
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WE ASKED SALES MANAGERS, PERSONNEL MEN, AND SAFETY 
ENGINEERS WHAT THEY REQUIRED IN A PROJECTOR. 


AND THEY ANSWERED: 
“Easy portability, resistance to 
travel hazards, simplicity of 
operation and maintenance, 
gentleness with films, economy.” 








* 
AMERICA’S BEST 
PROJECTOR VALUE 


WORLD'S FINEST 
JO 77t7at. PROFESSIONAL 


Mere 7s z. SOUND PROJECTOR 
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@ At last—a machine tailor-made to requirements of industry, 





as determined by extensive survey . . . A projector tough enough to 

withstand rigors of travel, yet light and compact in a single case for — ES a ae a 
convenience on sales trips. The simplest machine to set up in any NATCO, 505 N. SACRAMENTO BLVD. 

plant or office—simple, swift-threading arrangement . . . AC or DC CHICAGO 12, ILL 

without convertors . silent or sound. Easily operated without : 
special training. Special engineering features to prolong film life Gentlemen: Please send me information end descriptive 
(In tests, films were run 5,000 times without perceptible wear.) literature without charge or obligation 
Incomparable, crystal-clear tone and professionally crisp image 

Large capacity—the only projector in price range with 8” P.M NAME 

speaker and 5-watt amplifier lamp size up to 1,000 watts, 

2,000 ft. film capacity . . U.L. approved. Today's greatest ADDRESS 





projector-value! CITY. STATE 
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A PLATFORM WE'RE READY TO SUPPORT! | 
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vruRE’s BountiruL Harvest, given us 

from earth exhausted by the years ol 

wartime productivity and wasted by 
other years of erosion and neglect of our top- 
soil, is the miracle of this era. The world’s 
need for food has been answered by an abun- 
dance; now U. S. agriculture must use the 
fruits of nature’s generosity and of its own 
ingenuity, to insure its own future, 

“To conserve our land and to rebuild the 
soil” is not only the aim of one great na- 
tional organization; it must be the aim of all 
agriculture. ‘To work for conservation and 
for proper utilization of our forests, mineral 
resources and wild-life are other goals to 
which we are irrevocably bound. 

Wuat Is THe Rove Or THE SCREEN? 

lo activate this program now and in the 
future, the screen can play a much more de- 
cisive role than it has in the past. For one 
thing, many thousands of additional projec- 
tors with which to hold rural showings are 
in the hands of farm groups and in our small 
towns. The cumulative experience of nearly 
three decades of educational and information- 
al film production has also given us a vast 
resource. 

Agriculture knows the importance of our 
U.S. Department of Agriculture at Washing- 
ton and of the largely non-political nature 
of USDA activities. One department of that 
agency could well be a most decisive factor 
in the improvement of rural education through 
films—the Motion Picture Service. Yet this 
agency has been so limited in its operations 
by lack of budget that it can only provide 
minimum requirements. 


Sponsors CAN ProrFir By EXAMPLES 

Pictured elsewhere in the pages of this issue 
are such films as Goodyear’s My Country, an 
outstanding subject on soil conservation. Pre- 
viously we have reviewed one of the best 
farm safety subjects of recent years, The Mira- 
cle in Paradise Valley. From such subjects 
as these and dozens of others such as Servant 
of the Soil, Dr. Jim, Green Harvest, we can 
profit by example. 

A good survey of all current farm educa- 
tional films is urgently needed. It will show 
large areas of need where films do not even 
exist as yet or where the films existing are 
outdated or below minimum production 
standards, 

Encouragement should also be given to 
such efforts as the recent Encyclopedia Brit- 
annica film on conservation titled The Living 
Earth Series, comprised of four interlocking 
one-reel subjects on The Birth of the Soil, 
This Vital Earth, Arteries of Life, and Seeds 
of Destruction. They may be rightly termed 
an “impressive pictorial documentation of 
what is happening to the American land. 

In these pages we bring some features and 
pictorial articles which comprise portions of 
a Report to Rural America. The complete 
story is yet to be written and still another 
chapter will be contained in the new Farm 
Film Guide which the Editors of Business 
SCREEN expect to have off the presses in these 
autumn months. 
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Report to Rural America 


IN THIS YEAR OF BOUNTIFUL HARVESTS WE 
GIVE THOUGHT TO THE NATION’S FUTURE 


HARVESTER’S FILM PROGRAM 
* A pioncer sponsor of the rural screen, Inter- 
national Harvester Co., maintains the unin- 
terrupted schedule of film production and dis- 
tribution initiated in 1911 with the release of 
Back to the Farm—first feature length produc- 
tion made for an industrial firm. The com- 
pany’s film library is kept current by periodic 
recall and revision of all subjects, as well as 
by addition of new titles and withdrawal of 
those out-dated. 


In its report to Business SCREEN, Interna- 
tional Harvester lists 35 currently circulated 
titles, broadly classified under three general 
headings: Educational, 27 titles; Industrial, 
7 titles; and Comedy, 3 titles. Subject matter 
ranges from educational or discussional cov- 
erage of a specific farm topic—soil conserva- 
tion, farm safety, work simplification, rural 
schools, etc.—to purely entertainment produc- 


tions with plots built around farm themes. 
Lengths vary from one to three reels. 


While most productions are indirectly pro 
motional (i.e. any farm machinery shown will 
be International Harvester’s product whethe: 
so labeled or not) only a few can definitely be 
classed as advertising. These are special pro- 
ductions designed to highlight particular fea 
tures or ‘uses of equipment in the Harvester 
line. 

The company maintains its own distribu- 
tion set-up with headquarters in the Chicago 
home office; principle regional offices, located 
across the nation, utilize a total of one hun 
dred 16mm sound projectors. 

Major audiences for International Harvest- 
er’s rural films are secured on the regional 
level by means of annual Power Farming “‘en- 
tertainments” — old-fashioned dealer parties 
to which the whole community is invited fon 
a “preview” of the latest in farm-tailored films, 
(CONTINUED ON THE FOLLOWING PAGE) 
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FORUM TONITE! 


SEE 


sound and color pictures! 


SEE how people get along together—and why 
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TOWN FILM 
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the latest World Adventure story in 


Mo Ad Ac 


Cover Idea: Town Film Forums 


* Throughout rural America in the winter 
months ahead the film will provide recreation 
and information as no other medium can. 
Here are the ingredients of television on the 
large and lighted screen plus color and cre- 
ative ideas, 

Such programs might well be organized as 
fown Film Forums, perhaps under the guid- 
ing hand of the weekly newspaper editor, A 
wide range of films is available from free and 
rental sources to make up such programs 
around a basic theme. 





they don’t—a new film! 5 
SEE the picture story of farming tomorrow: § 
a glimpse in the future! < 
o) 

. p 5 

8 P.M. 


TOWN HALL : 
AUDITORIUM 


HARVESTER’S FILM PROGRAM 


(CONTINUED FROM THE PRECEDING PAGE) 
and the newest models in the sponsor's lin 
of farm equipment. Hosted by the local Har 
vester dealer, and frequently drawing attend 
ance from more than one county, these highly 
successful promotional parties have recently 
been revived after a war-vyears laps 
Following is a selection of titles from the 
International Harvester film library 
County Fair (22 min) Sound. Color 
¢ Shows a group of farm youngsters, and 


their parents, preparing for, and attending, 


that great American institution, the “County 
Fair’. ‘The teen-agers are the principle chan 


acters in the story, however, and their ups and 

downs at the Fair aré presented ina spirited 

manner designed to delight farm audiences 

of all ages. 

Keep It Moving (10 min) Sound 
White. 


Phe old subject of proper utilization of 


Black-and 


fresh manure is given a different treatment in 


THe Rurat DeEALer’s Proyecror brings 


this film, which offers logical answers and 
solutions to all the standard excuses for not 
hauling manure to the fields each day. 

My Model Farm (11 min) Sound. Black-and- 

white. 

® Tucked in between the many laughs in this 
comedy, is a sound warning to those who are 
satisfied with makeshift repairs about the farm. 
\ clever presentation of farm safety. 

Under Western Skies (28 min) Sound. Color. 
® Shows modern dry and irrigation farming 
practices in the West and Northwest, against 
a magnificent background of western scenery. 


PLANT FOOD EDUCATION 


* Potential industrial sponsors of rural-slant- 
ed film messages might well profit from the 
following distribution report on First In the 
Hearts of Farmers submitted to the readers of 
SUSINESS SCREEN by the sponsor, the American 
Plant Food Council: 

Initially released last January, and continu- 
ing in wide circulation, this 24-min black-and- 
white sound film has thus far been seen by 
more than half a million rural Americans in 
small group audiences, in no less than 46 of 
these ‘United States. It is important to note 
that this figure does not include an estimate 
of television or foreign audiences—cither one 
of which could make an impressive addition 
to the total. Video stations in 9 states have 
aired First In the Hearts of Farmers on twelve 


new product information via pictures. 





different programs, and prints are circulating 
in Hawaii, Puerto Rico, Canada, India and 
Japan. 

The above figures—covering only the initial 
nine months distribution—take on added sig- 
nificance when coupled with the fact that the 
American Plant Food Council has employed 
no high-pressured or even extensive promo- 
tional campaign to stimulate circulation. The 
film’s subject matter—basically the importance 
of plant food in sound land-management— 
does not lend itself to ballyhoo and the razzle- 
dazzle techniques of exploitation. Since the 
sponsor reports numerous requests for repeat 
screenings, the element of chance or pure luck 
is also ruled out. 


PROFESSIONAL IN QUALITY AND INTEREST 


How then to account for the film’s success? 
The answer is simple: First In the Hearts of 
Farmers is a professionally produced motion 
picture, covering a problem of vital rural in- 
terest in a manner that is interesting, appeal- 
ing, and above all accurate. It contains no ad- 
vertising or brand name promotion. 

The film’s story is woven around some of 
the agricultural experiences of George Wash- 
ington, hence the title. As the central charac- 
ter in the plot, Washington records in his 
diary his concern over the “exhaused state” of 
his fields and tells how he took mud from the 
Potamac River and dug marl (a crude lime- 
stone) from gullies to improve the fertility of 
his lands. The historic and current informa- 
tion shown is authentic in detail. Producer 
was Audio Productions, New York. 


[TELEVISION PrRovipes URBAN AUDIENCE 
Though circulation has been primarily 
rural, the fact that the problem considered is 
of national importance, and that the historical 
approach widens its appeal, the film has not 
been without urban audiences. The video 
showings must be considered in the latter 
category. American Plant Food Council han- 
dles all requests for bookings through it offices 
but retains the producer as distributor, 

The success story of First In the Hearts of 
Farmers sharply highlights an important point 
for future sponsors of films for rural America. 
A well made (i.e. professionally produced) 
motion picture aimed at farm audiences will 
not have to depend on elaborate sponsor pro- 
motion stunts if it provides a sincere solution 
or treatment of a problem of genuine rural 
interest. Thousands of projectors and screens 
in rural areas across the country are at the 
service of sponsors of such badly needed pic- 
tures. This film has served that need. 





SEARS FOUNDATION ACTIVE 





* The Sears Roebuck Foundation, a non- 
profit institution originally set up by, but in- 
dependent of, the nationally-known mail-or- 
der house, has found sponsored films an ideal 
means of carrying out its chief purpose—the 
investigation and solution of farm problems. 

In cooperation with agriculture experts 
from land grant colleges, farm youth groups, 
and vocational ag schoo!s, this public service 
organization has sponsored about a dozen cur- 
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rently circulated films which have been widely 
acclaimed by farm leaders. 

Ihe productions cover a variety of subject 
matter, including proper care of livestock and 
poultry, farm safety, the value and activities 
of farm youth groups (4-H, Future Farmers, 
etc.) and the relationship between sound farm- 
ing and the national economy. All have wide 
educational appeal in both rural school and 
farm forum situations. The Foundation dis- 
tributes its films through the C. L. 
organization in Peoria, Ill. 


Venard 


Following are descriptions of typical titles 
sponsored by the Sears Roebuck Foundation: 
The Golden Egg (23 min) Sound. BJack-and- 

white, 
® Produced under the supervision of the Poul- 
try Dept. of the Univ. of Illinois’ College of 
Agriculture, this film offers practical instruc- 
tion in poultry raising, emphasizing the im- 
portance of sanitation, regular feedings, and 
certain flock management techniques. 

The Green Hand (44 min) Sound. Black-and- 
white. 
© A dramatization of the book by Dean P. W. 
Chapman, Georgia College of Agriculture, 
about a bad boy who was really not so bad. 
It shows the young lad, under the guidance of 
his vocational ag teacher, joined the Future 
Farmers of America and eventually became a 
good farmer as well as a good citizen. 
A Stitch In Time (26 min) Sound. Black-and- 
white. 
¢ A kindly old country doctor outlines simple 
safety rules to be followed on the farm, wheth- 
er working in the fields or in the home. 
Where the Road Turns Right (38 min) 

Sound. Black-and-white. 
® A tribute to local volunteer 4-H Club lead- 
ers, documenting a twenty year history of 4-H 
activities and accomplishments. 


MORE LIVESTOCK PRODUCTION 


* A leader in the meat-packing industry, 
Swilt & Co., Chicago, is well aware of the de- 
pendence of the entire industry upon the sup- 
port and good will of the nation’s farmers. 


Faces Or Rurat America: Farm audiences like these are typical of the many thousands who see l6mm programs during the year, 


The company reports heavy reliance on spon- 
sored motion pictures as a means of cementing 
its over-all rural public relations program. 

A total of seven Swift-sponsored films are 
now in circulation; five of them aimed partic- 
ularly at livestock producers. 
highlight services performed by the industry 
and point out the benefit to packer and farme1 
alike. 


minimum to insure their continued use in vo 


These pictures 


Brand name promotion is kept at a 
cational ag classes, schools, etc. They are dis- 
tributed through the company’s own Agricul 
tural Research Department. 

The other two films, more general in appli 
cation, are distributed by Swift's Public Rela- 
tions organization. Red Wagon, an ambitious 
Hollywood-produced sound-and-color job, pre 
sents the development of the livestock and 
packing industry in terms of the life of G. F. 
Swift, company founder, Hidden Hunger is 
basically a nutrition film, made interesting to 
farm audiences by means of a rural setting. 
Following is a selection of typical Swilt titles: 
$y Products (10 min) Sound. Color. 
® An animated production showing how in- 
creasing use of hides and other inedible parts 
of meat animals, in developing profitable by 
products, has increased the value of livestock 
to farmers. Shows some of the work of Swilt’s 
research laboratory where new uses for by 
products are constantly investigated. 

Meat Buying Customs (10 min) Sound. Color, 
® Discuss certain characteristics of livestock 

grade, weight, quality, and “finish’’—and shows 
how they are determined by the cost of pro 
duction. Also explains how consumer prefer 
ences influence the price meat-packers pay 
farmers for livestock on the hoof. 


PROMOTING FARM EQUIPMENT 


* Massey-Harris Co. manufacturers of powe1 
farm equipment, distributes three sponsored 
motion pictures through its Advertising De 
partment at the Racine, Wisconsin, plant 
The films are designed to promote (a) in- 
creased use of mechanized farm equipment; 
and (b) 
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interest in the Massey-Harris line. 


OutTpooR SHOWING: Films attract large throngs. 


ETHYL AIDS MECHANIZATION 


*® Ethyl Corporation's member oil companies 
have a direct professional stake in the pros 
perity of the twenty-six million and more 
Americans for whom agriculture is the chosen 
way of life. As more and more farmers switch 
to mechanized soil cultivation, the increase 
in total crop production is followed by a 
corresponding increase in rural gas sales, 

To accelerate this process of wide-spread 
farm mechanization, Ethyl has sponsored six 
sound motion pictures—each produced to fill 
a particular need in the educational, promo 
tional, or public relations programs of its 
member oil companies. Distribution to local 
farm areas is handled through these member 
firms. For greater authenticity—and therefore 


greater audience acceptance—the films as a 
rule feature non-professional casts of peopl 
who actually live the roles they portray—real 
life farmers, farm wives, county agents, etc. 
Ethyl officials report that to date, member 
companies have reached a total rural audience 
of more than five million through the film 


program now available in rural areas. 


THE HOME 
TOWN PAPER 


HE HuMAN Srory of rural America 1s 

written each week in the pages of its 

rural newspapers. Yet somehow that 
part of our national life has never been told 
on the screen. Some day, we hope, the powe1 
ful advocates of the rural press which include 
such groups as the National Editorial Associ 
ation, the State Press Associations, the West 
ern Newspaper Union and similar commercial 
and professional services will cause to be pro 
duced for wide distribution the U. S. version 
of the film pictured on these pages. 


The Home Town Pape was produced lor 
Canadian consumption by the National Film 
Board of that country. Under the auspices 
of the Editors of Business SCREEN, it is being 
shown this month and next to various groups 
of editors in the U.S. in the hope that it will 
inspire a similar effort this side of the border. 


SUMMARY: Once a week five million Canadi 
ans turn to the home town paper for local 
news. Familiar, neighborly, it reports the 
week's news in terms of Main Street. The film 
shows the paper's relationship to the com 
munity, gathering from one day spent with the 
weekly editor a picture of those local events 
which tomorrow will be news. 


*®& Content Ourwine: In the front office the 
cat drowses on the counter, while in the reat 
print shop rectangular shadows fall from type 
fonts and galley boxes. ‘The flatbed press re 
laxes heavily as Joe, the night-man, pushes his 
broom. With daybreak the town stirs. Indians 
ride in from the reservation, a vegetable ven 
der balances his wares in pole-strung baskets. 
Beyond, in the valleys, apple pickers climb the 
ladders, reaching for laden boughs. Anothei 
day—and news is already in the making. 


Outside the editor's office the morning con 
clave is already gathered. Known to all, he is 
subject to a hundred pressures, and, as he 
plans the front page with his make-up editor, 
he thinks of his public responsibility. A lead 
ing story features cancellation of British fruit 
contracts—unpleasant news in the Okanagan 
Valley. As we follow the editor on his rounds 
we realize that the primary news bears on 
local problems. 


In the home town paper we read the diary 
of a community; the story of youth and age, 
town and country. Even advertising is often 
neighborly as gossip—perhaps an auction sale 
where a cow chews stolidly while the bids 
mount. And in the editorial page we see th 
thinking of friends and neighbors. Here, too, 


a reader may have his sav, building the page 
into a public forum. News to be gathered, 
printed, delivered and then in the quiet olf 


the evening spread out and read, spanning 
the time between supper and bedtime in 
Hometown, Canada. 
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This little corner of the world 
coming to life like a town 

and a district anywhere, 

with its routines and its habits 
the story unfolds itself 


in the home town paper .. . 





it reflects a community 

and reveals the image of its future . . 
Lee Jeong, in from the onion fields, 
has started his rounds with 
vegetables pulled from the earth 


three hours earlier .. . 





Out in the valley, 

in the yielding Okanagan, 

the fruit is picked .. . 

the fruit, that makes life good 


in this orchard of a country. 





The lead story this week 
has a heavier significance 
An action taken five thousand miles 
away will affect the whole valley. 
It will touch these men... and 


the women who sort and do the grading. 





The primary source of news 
lies rooted in the community, 


the personal stories of town life 
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To summarize a town each week, 

the paper works on a series of beats, 

The Council Chamber . . . a Baby Clinic . . . 
Amazing how the population’s growing! 


A report to the taxpayer . - . 








“Living Earth Series” 
Tells Conservation Story 

















There is an informality in the news .. . 
the band’s been rehearsing up at 

the Scout hall for the concert 

in the park on Sunday .. . They're 


going to play the Shepherd’s Dance. 





The weekly newspaper is an open diary 
and what the young people do makes an 

entry... out at the High School, 
the grade ten students have undertaken 


a campaign to “Get Out the Vote”... 





The old machines lurch out each issue 
week by week . . . the home town story 
gets told in a thousand places, 
from one end of the country 


to the other. 





The weekly editor no longer lives 
in a kind of splendid isolation, ruling 


the folksy democracy of the frontier. 


HE LiviING EARTH SERIES com- 

prised of four interlocking one- 

reel subjects on The Birth of 
the Soil, This Vital Earth, Arteries 
of Life and Seeds of Destruction is 
an impressive pictorial documenta- 
tion of what is happening to the 
American land, and its cost. 

The Birth of the Soil is largely 
factual showing the composition of 
soil, how it is added to through the 
centuries, the effect of glaciers, liv- 
ing microcosms etc. 

This Vital Earth is also largely 
concerned with scientific facts—show 
ing the inter-relation of land ‘and 
water and how insects, animals and 
fish keep the community in working 
balance. At the end of reel two the 
potential significance in human terms 
is touched upon as it is pointed out 
that some pay for poor soil in the 
high price of food, while others pay 
in hard work and poor health. 

Arteries of Life is concerned with 
the distribution of water over the 
land. The key to this are the forests 
which store the waters drawn up 
from the oceans and keep the wate 
levels in the soil at an adequate 
height. The terrible losses in erosion, 
flood and destruction resulting from 
the burning and devastation of ou 
forest lands are reviewed step by step. 

At the end of reel three, in a cli- 
max sequence, the major question is 
posed—The owners of land are the 
trustees of that land—in whose hands 
shall lie the responsibility for con- 
serving the land which is one of the 
basic wealths of our country? 

Seeds of Destruction, like the de 
nouement of a good drama, sums up 
the “links in the chain’ which have 
been explained in the first three 
parts— (1) Raw materials, (2) the 
sun’s energy, (3) chlorophyll from 
the plants, (4) top soil, (5) organi- 
zation—(nature’s laws), (6) water, 
and (7) forests. 

Seeds of Destruction reviews briefly 
and dramatically what happens when 
one link is broken—then closes the 
chain’s circle with an eighth and 
final link, Conservation. The film 
points out that many federal, state 
and private organizations are already 
at work at preservation and suggests 
that “you can join one of these pri- 
vate agencies and make your contri- 
bution as an individual”, 

Produced by the Conservation 
Foundation in association with the 
New York Zoological Society. 

Distributed by Encyclopaedia Bri- 
tannica Films, Inc. 
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The Story of 


My Couilty 


. a film report on living soils and men 
. why we must protect our heritage in 


the land that gives us life. 


e@ My country — your country — nearly two 
billion acres of it! From its soil we derive 

food, clothing, power — our very life 

and strength. From the soil come those 

things that enrich our lives — protect our health 
and well-being. And to preserve all these 
things — to bring a better life for those who 
follow us — we must protect and strengthen our 


heritage of the soil. 


The 


ey : Pacific 
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HE LAND WILL NOT FAIL US, if we do not 


fail the land.” This sage observation might well be 


the foreword to My Country, a sound motion pitcure 


in natural color, sponsored by the Goodyear ‘Tire and 
Rubber Company in the interests of soil conservation. 

This factual presentation deals with one of the na- 
tion’s most vital problems—the preservation of our few 
precious inches of topsoil. ‘That subject is of interest to 
farmers and to every other American, urban or rural. 
My Country not only tells what soil conservation means 


to us but it tells the story of what’s being done, and what 





we can do, to keep our land productive. 

The color film was produced by Wilding Picture 
Productions for Goodyear’s national distribution on free 
loan to clubs, schools, farm groups and other interested 
audiences. Goodyear district offices and representatives 
arrange booking dates on request. My Country makes 
a major contribution to this nation’s effort to conserve 
its soil in an era of tremendous worldwide demand upon 


our over-worked food resources. 


Mexico 








The 
Great 
Central 
West 


On 
Eastern 
Shores 


Soil 
Conservation 
Districts 

are formed 


Conservation 
problems 
are studied 
and solved 


e@ That the land shall not fail, men must not 


fail the land. And, across our country, 


foreseeing men have quietly united to press 


the fight for conservation of our topsoil — to 


work in common defense of our destiny. 


Farmers 
unite in 

soil 
conservation 


Land 

is used 
without 
abuse 

or waste 


Neighbor 
works with 
neighbor— 
that 

our land 
may live 
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A Technical Review of Business 
Motion Pictures and Slidefilms 





INTRODUCING 


* A solution to the old problem of effective 
distribution of the company “product” film 
is offered in the recent method of the Pump 
Division of Byron Jackson Co., Los Angeles. 
Just a few hours after delivery of their new 
color film Byron jackson Meets the Challenge 
by Rockett Pictures, Inc., company officials 
stepped into the Byron Jackson Co, DC-3 and 
flew off for a month's tour of U.S. cities where 


A PRODUCT 


they will show the film to potential customers. 
Simple, but unfortunately somewhat limited 
in its application, 


In this case, however, the Byron Jackson Co. 
Pump Division was making good use of the 
method to take the film directly to top execu- 
tives and chief engineers of large public utli- 
ties companies which constitute an important 
part of the market for the pump featured in 
the film. The picture, directed by Dick Westen 
with scripting done by Eric Strutt, was de 
signed for such audiences and tells a detailed 
story of the construction and engineering 
principles of the Byron Jackson double case 
pump combining live action and animation. 


A complete scale model of the pump makes 
possible a clear study of the dismantling and 
assembly procedures. The technical section of 
the film is contained in a brief story of the 
Byron Jackson Co. and the Pump Division, 
including the latter's part in designing and 
installing the world’s largest pumps in Grand 
Coulee Dam and the construction of special 
pumps for the Trans-Arabia pipeline. Al Hig- 
gins directed photography of live action with 
the animation sequences done by Royal Titles, 
Hollywood. 


Following initial showings on the air tour, 
prints of Byron Jackson Meets the Challenge 
will be placed in company branch offices. 


PRODUCER CONFERENCE at Rockett Studios 
helps plan Byron Jackson film reported above. 





Films Help Elect 
Miss Rheingold 


® TELEVISION SHORT IS WIDELY SHOWN e@ 


HE SEVENTH LarGest ELECTION in the 

United States was held last month in 

New York's Metropolitan Area. During 
August, and up until September 3rd, an esti- 
mated three million voters cast their ballots 
for Miss Rheingold of 1949. 

Miss Rheingold is the beautiful young lady 
elected each year to grace the $2 million pub- 
lication, poster and billboard advertising cam- 
paign of Liebmann Breweries, Inc., of Brook- 
lyn, New York, brewers of Rheingold Extra 
Dry Beer. 

The Miss Rheingold idea, begun in 1939, 
is a conception of Mr, Philip Liebmann, ad- 
vertising manager of the company, and has 
been responsible to a great measure for the 
outstanding success Rheingold now enjoys in 
the New York area. 

Most EXTENSIVE VIDEO PROMOTION 

rhis year, as an adjunct to the polling places 
in some 30,000 grocery stores and taverns 
where Miss Rheingold ballots may be cast, the 
six candidates for election were featured in 
a four minute, forty second television film. 

Miss Rheingold Candidates was featured in 
thirteen programs on each of four New York 
stations (WCBS-TV, WABD, WJZ-TV and 
WPIX), averaging two programs per night on 
the air. This is probably the most intensive 
promotion of its type ever planned for video. 
Ihe Rheingold film, running longer than a 
spot announcement, was scheduled as a pro- 
gram, and so announced in the television pro- 
gram sections of the New York papers. 

Interestingly enough, although all news- 
papers by custom bar sponsor identification 
in radio and television schedules, the rule 
went by the board in this instance. 

In the Rheingold film, each candidate was 
interviewed on why she wants to be elected, 
and tells something about herself. An amusing 
stop-motion sequence of marching bottles and 
cans finishes out the show. 


ROGER PRYOR SUPERVISED FOR AGENCY 

Roger Pryor, of Foote, Cone & Belding, 
was charged with production of the film 
for Rheingold. Mr. Pryor, whose face and 
voice are familiar to millions of movie-goers 
and radio listeners, combines a great deal of 
experience in both sight and sound media. 
His ideas on television are particularly cogent. 

In a recent interview with Business SCREEN’s 
eastern editor, Mr. Pryor said: “Rheingold 
Beer has always been a quality product, not 
only in the way in which it is brewed, bottled, 
and canned, but in the way in has been pre- 
sented to the public. Just as the product is 
noted for fine quality, so the printed adver- 
tising has always stressed quality—quality in 









Rheingold “in production” at Caravel Films. 


art, photography, lay-out and reproduction. 
Nothing has been spared to insure that Rhein- 
gold not only tastes good, but reflects good 
taste in all its public appearances 

“That this plan has been successful is re- 
flected by the rise of Rheingold from far down 
the list of best sellers in this area ten or fifteen 
years ago to a consistent place on top in recent 
years. 

“When we 
Miss Rheingold campaign this year, we deter- 
mined that it would have to maintain the 
same standards used in our other advertising, 
or not be used at all. We picked a good pro- 


considered television for ou 


ducer (Caravel Films, Inc.) to put our ideas 
on film, and we took great pains to insure 
that the film would be technically perfect.” 
TELEVISION FiLmM STANDARDS CITED 

Mr. Pryor explained some of the technical 
standards Foote, Cone & Belding insists upon 
in television film production: use of middle 
tones only, avoiding pure whites and blacks 
which cause hilation flare and a muddled 
appearance on the screen; re-recording of or- 
iginal 35mm sound track on to the final l6mm 
print instead of optical printing, etc. The 
result on the video screen demonstrates that 
contrary to some advertisers’ concepts, good 
television film quality is definitely discernable. 

“The public 
things,” Mr, 


is not gullible about these 
Pryon is patently 
ridiculous to spend the time, effort and money 


stated, “‘it 


to sponsor a good television show and then 
spoil it with a shoddy commercial. The few 
hundred dollars difference between the cost 


of a good television film commercial and a 


Rocer Pryor (left) with Miss Rheingold 
candidate and Foote, Cone & Belding art di- 


rector (center) during production. 
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very bad one is certainly a worthwhile ex- 
pense.” 

Asked if the Rheingold films would be used 
for other purposes than television, Mr. Pryo 
said: “We don’t believe that films made fon 
television, non-theatrical 
vertising should be 


theatre ad 
interchangeable. There 
are certain techniques, both in production and 
content presentation, that are best for each 
type of film. 


use, or 


A dual purpose picture means 
that top notch quality must be sacrificed, and 
the film will not be completely satisfactory fon 
either use. Certain footage, however, may 
often be used for inclusion in other types of 


RETAILERS LIKE VipEO ADVERTISING 


Previous Rheingold elections have always 
been based purely on the appearance of the 
girls on the poster. Business SCREEN questioned 
a neighborhood grocer on what effect the tele 
vision showings had on the election choices. 
“Plenty,” he said, “Most people who haven't 
seen the television vote for this girl, but those 
who've seen them on the screen usually vote 
for this one, here.” 


Our that he thinks 


it is a great promotion—sells a lot of Rhein 
gold for him. 


grocer went on to say 


Mr. Pryor can also speak with authority on 
good taste, in our book. ‘The two radio pro- 
grams with which he has recently been associ- 
ated, US Steel’s Theatre Guild on the Air, and 
Coca Cola’s Percy Faith show, have consistent 
ly been cited for dignified, ingratiating and 
informative commercial messages. 


PRINTING TECHNIQUE VISUAL 


Sponsor: Rich] Galley Lock Company, in co- 
operation with American Type Founders 
Sales Company. Film: A Riehl Tie Up. 
Producer: Loucks & Norling Studios. 

* Newsreel funnyman Lew Lehr is one of the 

narrators on this film. He babbles along, pry- 

ing into this and that picture sequence, and 
provides a good light touch to an otherwise 
serious film on printing techniques. 

Ihe point of the film is to demonstrate the 
Riehlock, an easily adjusted galley lock for 
use by printers in place of the cumbersome 
job of tying type by string. 

Picture sequences clearly demonstrate how 
the Riehlock is used and its simplicity of ac- 
tion, Other scenes show how a man can lock 
up galley type in only a fraction of the time 
required for tying with string, 

Technical Notes: A Riehl Tie Up is two reels, 

black and white. 

Distribution: by American Type Founders to 

printers, typographers, graphic arts schools, 

and other interested groups. 


DON HEROLD’S VACATION FILM 


Sponsor: Commercial Solvents Corporation. 
Film: Don Herold’s Vacation Album. Pro- 
ducer: Fletcher Smith Studios. Agency: Ful- 
ler & Smith & Ross. 

* This is a good example of how to get a lot 
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Retailer Film Revives Selling 


® REIS SOUND SLIDEFILM USED IN 
OY C. BRETZ, vice-president of the 

Derge-Bodenhausen store in St. Joseph, 

Missouri, dropped in to see a new 
sound slidefilm being demonstrated by Robert 
Reis & Company at the National Association 
of Clothing and Furnishing Retailers annual 
convention in Chicago, last February. 

Mr. Bretz was mightily impressed by what 
he saw and urged Reis to let him borrow the 
demonstration film and projector for an im 
mediate showing to his store’s personnel. 

The following week upon his return from 
Chicago, Mr. Bretz spoke to Derge-Boden 
hausen salespeople ata banquet arranged cs 
pecially for showing the new Reis film, / Like 


To Sell. 


Goop IDEAS FOR ALL MERCHANDISERS 
Mr. Bretz’s words were particularly appli 
cable to the problem facing not only retailers, 
but merchandisers everywhere. Here are ex 
cerpts from his speech: 
“Last week I had the pleasure of attending 
the National 


tion held in Chicago—about 


Association of Retailers Conven 
100 top notch 
retailers were assembled in convention to dis 
cuss the future of retailing. 

“The amazing thing to me was the unusual 
agreement of all store owners—with reference 
to their slipshod selling methods of the past. 

“About 99°% 


stores plead guilty to the charge. 


, of the men’s and women’s weal 

“It was also pointed out that salespeople 
were not alone in their display of indifference 
lack of 


“Store ownel 


and customer interest, 


store manage) and store 


buyer alike, suddenly became very smug 


contented to drift along with the sellers mai 
ket tide. 
“Shortages and furthe 


increased demand 


PRACTICAL DEMONSTRATION e@ 


enhanced by an all time high spending power 
produced sales in spite of our indifference to 
customers. 

“The consumers rotated from store to store 
in search of merchandise and made their pun 
chases whenever and wherever they found the 
goods, 

“In short, they bought from stores, regard 
less of store policy, store management—or in 


different salespeople. 
We'vi 


“Salespeople and management alike 


Just BEEN DRIFTING ALONG 


have 
been jogging along in a rut, going through 


the same old selling routine day after day 
without realizing that what tempted the buy 
ing public during the war and post-war peri 
cralty 


od is no longer the ‘lure’—to catch the 


buyers of today, 
“THUS 


The easy selling of past years developed a 


careless sales 


“NOW 


Comes the 


presentation, 
revolution! ‘The customer is 


again in the driver's seat—and that, Ladies 


and Gentlemen, is as it should be. 
“The lack of courtesy, intelligent selling, 
and customer interest will no longe) be toler 


ated by the buying public. 


Firms Orpen PAtH TO BETTER SELLING 


“Fellow workers, with your help and tull 
cooperation this store can be the first in St 
Joseph to again sell merchandise intelligently, 
with courtesy and interest in every custome) 
transaction, 

“All of which is pertinent to and the reason 
for this meeting tonight. 

“At the Chicago convention, Robert Reis, 


(CONTINUED ON THE FOLLOWING PAGE) 


Opening title frame from the Robert Reis sound slidefilm de scribed 
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a leading manufacturer of men’s wear, pre 
sented the picture you will see here tonight. 

“While this picture deals specifically with 
men’s underwear and sport shirts, it also pro 
vides food for thought in selling any item 
in our store trom shoes to women’s wear. 

“Just as this picture points out, hidden in 
any article that is sold in our store are nu 
merous interesting facts that the custome 
doesn't see. 

“These hidden qualities in the merchandise 
you sell are the very essence of every sale. 

“Therefore, describe the background of the 
merchandise you sell, weave the romance of 
its origin, the ideas behind it, use vivid de 
scriptions, dramatize these hidden qualities, 
and you'll get sales results that will amaze 
you.” 

Ihe film Mr. Bretz screened is a 15 minute 
retail sales training film written by Ladson 
Butler and produced by Depicto Films, Inc. 


for Robert Reis & Company. 


Fitm Gives AbVANTAGE OF EXPERIENC! 

The film is calculated to drive home by 
visual and aural means some often overlooked 
selling techniques that have been proven by 
people with long experience behind the count- 
er. Many of the men and women now selling 
in retail stores are new. They've come on dur- 
ing the years when any and everything was 
being bought and some of them are now a 
little discouraged when a sale is not made by 
merely presenting the merchandise and stating 
the price. 

The story angle is about a young man who 
Each 
customer is a challenge that he meets with a 
smile and an honest effort to be helpful. He 
Better 
sales, quick advancement and increased in- 


has learned to move goods by selling. 


points out the success he is having. 


come add up to greater pleasure from his job. 
He ends by saying, “I like to sell.” 

Since its introduction last February the Reis 
picture has been used in hundreds of retail 
stores and has received many enthusiastic 
endorsements. It is distributed by sales repre- 
sentatives of Robert Reis & Company through 
the firm's eight branch offices. 

Retailers are invited to write to Howard 
Brown, Advertising Manager, Robert Reis & 
Co., 2 Park Avenue, New York 16, N. Y., to 


arrange for showings in their stores. 


Scene from the Reis sound slidefilm 




















































































Two scenes from the Vocational Guidance Film “Brick and Stone Mason” described below. 


Film Recruits Housing Labor 


by John J. Hassett, Director of Public Relations, Structural Clay Products Institute 


* Here is the story of a vocational film that 
has won the plaudits of an entire industry for 
its help in attracting a record number of 
young men to a tough trade. The film is 
Brick and Stone Mason, produced in 1945 by 
Vocational Guidance Films, Inc., of Des 
Moines, Iowa, and distributed by Carl F. 
Mahnke Productions. The industry is the 
brick and tile manufacturers all over this 
country. And the trade is the difficult one of 
bricklaying, an essential one in today’s boom- 
ing construction era. 

When Brick and Stone Mason was filmed, 
officials and members of the Structural Clay 
Products Institute, the industry's trade asso- 
ciation, reviewed the script, recommended 
shooting schedules, and volunteered their fa- 
cilities for picture-making. Later on they 
started the distribution ball rolling by pur- 
chasing many prints for presentation to their 
local schools and vocational training centers. 


Hevpep Recruit 11,000 APPRENTICES 

Three years later, brick and tile men can 
write a different type of review of the film. 
They rate it “excellent” on the basis of per- 
formance, for they believe it has played a 
large part in the recruitment of more than 
11,000 young apprentices to the mason trades, 

Brick and Stone Mason was conceived in 
1944 as part of a series on occupational skills. 
It is primarily designed for showing to youths 
in academic and vocational schools who might 
be interested in following this career. Today, 
the bulging records of the Bureau of Appren- 
ticeship, U. S. Department of Labor, attest 
to the film’s drawing power. 

In its brief eleven minutes, Brick and Stone 
Mason shows a little about how brick are 
made, then how they are laid in the wall, and 
finally some of the outstanding examples of 
the brick-mason’s art in the form of churches, 
office buildings and homes. The showing of 
the film enables the audience to see at first 
hand what the job is like, what training is 
required, what personal qualifications are 
needed, and what opportunities there are for 
advancement in the trade. 


But in addition to the outstanding record 
in apprentice procurement the picture was 
discovered to have fine promotional value 
when shown to civic and fraternal groups. 

The film reached the vocational market 
when it was most needed, at the end of the 
war when America’s youth was exchanging 
wartime skills for peacetime ones, ‘The Army’s 
Information and Education Division included 
this film in its offerings to servicemen. 

MANy KINbDs OF SHOWINGS ARE HELD 

As the months wore on, it became apparent 
that Brick and Stone Mason had permanent 
value to the Structural Clay Products Insti- 
tute’s mason training promotion program. 
Aside from its recruitment uses, the film has 
frequently been shown to civic and fraternal 
gatherings, and has evoked interest wherever 
shown. It has created good will for manu- 
facturers who made prints available locally. 
And _ it has kept masonry products before the 
publie in a day of competitive construction 
from all types of materials. That's why the 
brick and tile industry today wants to rewrite 
its review to show the latest results. As one 
manufacturer puts it, “We always thought 
Brick and Stone Mason was good. Now the 
record proves we were right!”’ 


* * * 


Item: Visual Selling at Work 
* A General Tire dealer in Tuckahoe, New 
York, regularly visits the suburban railroad 
station parking lot to copy down license plate 
numbers of cars with well worn tires. 
Checking the numbers with 
lists, he telephones the car owners offering a 


registration 


tree sound movie showing of the General ‘Tire 
film Where Safety Starts (Wilding) in the 
owner's home. Response is quite good, and the 
dealer is stirring up a lot of good will for him- 
self and his product. 

lo minimize inconvenience for the pros- 
pect, the dealer uses an automatic projector 
with built-in screen (Cine-Compacto) for 
quick set-up and put-away, keeps his sales 
pitch low pressure, and more often than not 
walks out with an order. 
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“The Things 


¢ SYNDICATED SALES FILM 


HE NEED FOR SALES TRAINING 
films continues unabated among the na 
tion’s sales organizations, both small and 


large. To fill that need and to convey th 
particular problems of this current era, the 
Jam Handy Organization has just released 
a training subject, The Things People Want. 

In an interesting, original, and most con 
vincing manner this film demonstrates the 
importance of: 

® Product knowledge 
Creating the desire to own 
g 


s 
® Getting the decision to buy 
® Making delivery 


‘ 


og a s applied to any business which has a 
selling problem in a competitive market 
and how to do it, 

The Things Pe ople 
motion picture about people... 


Want is an unusual 
who buy and 
people who sell in a competitive market. 

The emphasis of the picture shows the im 
portance of the six great interests of buyers 
through dramatic pictorial developments 
showing what they are .. and how important 
they are in selling what you have to sell. 

Created To Hetp ALL SALESMEN 

This Jam Handy motion picture produc 
tion was created to help all salesmen—new ot 
oldtimers—over-the-counter or outside sales 
men. Whether selling at retail, direct, or. at 
wholesale, there’s a lot of good “meat” in this 
film for all selling men and women .. . selling 
an intangible, tangible, or a service. 

In an original, interesting and most con 


vincing manner, this 2-reel, 20-minute motion 
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People Want" 


PRODUCED BY JAM HANDY ° 


picture establishes the importance of: 
1. Product knowledge 
2. The four-step plan of: a. Finding pros- 
pects; b. Creating the desire to own; c. 
Getting the decision to buy; d. Making 
delivery. 
3. The main emphasis of the picture, how- 
ever, develops the importance of selling the 
Six Buyers’ Interests:—a. Safety; 


Durability; 


Comfort; b. 
c. Economy; d. Performance; e. 
and {. Appearance. 

Deraits On Some Key Points 
ServinG Up Tue Srruation: The picture 
introduces a young salesman, new on the job, 
and his sales 


determined to get the 


but pretty sure of himself 
manager, salesman 
thinking down the right track. 
THe IMPORTANCE OF PRODUCT KNOWLEDGE: 
Ihe salesman sets up his awareness of this 
by citing from his own experience as a cus- 
tomer. With interesting flashbacks, the film 
takes the audience through this experience. 
ue Four-Step Save: Graphically illustrated 
by the sales manager, who shows, “through 
each 
step im action. The salesman summarizes and 


his offce window,” demonstration of 
shows his grasp of these principles. 

The Things People Want may be obtained 
at reasonable rental cost for any sales meeting. 
can be ob- 
tained from Jam Handy offices in Chicago, 
Detroit, New York, Los Angeles, Washington, 
D. C., Pittsburgh, and Dayton, Ohio. Jack 
Coffey, 20 N. Wacker Drive, Chicago, is a 
principal distributor in the midwestern area. 


Full details concerning rates, etc. 





BRIDES’ 





MAGAZINE STORY 
Sponsor: Brides’ Magazine; Slidefilm: The 
Golden Vein; Producer: Visual Specialists, 
Inc. 
*® One of the thickest, slickest magazines pub- 
lished today is the quarterly Bripes’ MAGAZINE 
issued on a one time basis to prospective brides 
whose engagements have been announced in 
newspapers all over the country. Guaranteed 
this large market of customers for trousseaux 
and all the things necessary for starting a new 
hom, advertisers have flocked to Bripes’ pages 
in goodly numbers. 

To help urge the few recalcitrants among 
them into its pages, Brives’ has recently intro- 
duced a space selling slidefilm, The Golden 
Vein. The new film presents a picture of the 
Brives’ market, its extent, its buying power, 
and the importance of selling it for years to 
come by first impression influence now. 
Technical Notes: The Golden Vein is a sound 
slidefilm, in Kodachrome, 1414 minutes in 
running time. It combines original charts, art 
work and photography. 

Most interesting facet of The Golden Vein, 
however, is its use of automatic projection 
facilities. It is the first slidefilm production 
to utilize the Operadio automatic system of 
light operated change actuation, described in 
BusINESS SCREEN several months ago. The rec- 
ord is made with two sides: one without gong 
for the new Operadio machines Brives’ will 
use to a large extent; and the other with gong 
cueing for standard machines. 

Distribution: The Golden Vein will be used 
both for space selling and for merchandising 
promotion to department store personnel. 


DON HEROLD VACATION FILM 
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of mileage out of a very low budget motion 
picture, 

The story tells how cartoonist Don Herold 
starts out on a Florida vacation in winter 
time and travels from garage to garage all the 
way south. His car boils over in every state 
and expires in Jacksonville. Here he gets a 
wire extending a bid for his services in con- 
nection with Commercial Solvents’ coming 
winter advertising campaign. 

Herold then visits CSC plants, jobbers and 
dealers and tells what he found, why Peak 
and Nor’Way anti-freeze and radiator prod- 
ucts are good, and why CSC dealerships are 
attractive financially. He also learns why his 
car had puffed all the way from New York to 
Florida with an evaporating anti-freeze and 
rusty radiator. 

Technical Notes: Don Herold’s Vacation Al- 
bum is a semi-animated (slide) motion pic- 
ture; running time 18 minutes. Herold’s car- 
toons form the basis for each sequence; semi- 
animation consists of movement of one or two 
parts of the figures only. This is done very 
cleverly, however, and gives the impression 
of full animation. William Sturm directed the 
film for Fletcher Smith. 

Distribution: by Commercial Solvents Corp. 
to jobbers and dealers. 
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FOR MAKING US WHAT WE ARE TODAY 


We sincerely believe that your recognition and response to opaque projectors as 
the primary projectors in visual education has contributed toward making us the world’s 
largest manufacturer of opaque projection equipment. That is why we are taking 


this opportunity to say “Thank you.” 


We have recently moved to much larger quarters in Newark, N. J. Our greatly increased 
facilities assure you the continuance of the unsurpassed quality of design and 
manufacture that has made the name “Beseler” famous. New equipment, enlarged 
facilities, and ability to devote more attention to quality controls place us in a better 


position than ever before to meet the increased demand for opaque projection equipment. 


If you have any special problems or questions about opaque projectors, do not 
hesitate to get in touch with us. Our engineering department will be glad to advise 


you — at no obligation whatsoever. 


HARLES BESELER i 





The BEST Projector is a BESELER Projector 





CHARLES CS esclee COMPANY 


Est. 1869 


60 Badger Avenue, Newark 8, N. J. 


@&Oeese 


The World’s Largest Manufacturer of Opaque Projection. Equipment 
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Successful 
TRAINING FILMS 


Require 
— Specialized Writing Knowledge 


— Specialized Production Experience 
for proof that 
DEPICTO FILM 


gets results, check with: 


Johns-Manville Corp. 
Singer Sewing Machine Co. 
Lily-Tulip Cup Corp. 
E. R. Squibb & Sons 
The New Haven R. R. 
Nedick’s Inc. 
Empire Crafts Corp. 
Robert Reis & Co. 
Gregg Publishing Co. 
Remington Rand Inc. 
National Coal Association 
Westinghouse Radio 


245 West 55th Street 
New York 19, N. Y. 

















opera voice’ 
16mm 
sound 
projector 
for 


superior 


performance 





Forway is precision engineered to give 
you Grand Opera performance in a com- 
pact projector—a projec- 
tor that men admire and 
women love to operate. 
High fidelity sound 
amplification and bril- 
liant pictures reflect 16 
years of “16mm know- 
how”. It’s truly a BIG 
projector in a small pack- 
age—a little GIANT. 













FORWAY CORP., 245 W. 55th St., N.Y. 19, MW. Y. 


Please send me complete details on 
the FORWAY lémm Sound Projector. 


NAME 
ADDRESS 


BS? 
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MINK FROM FARM TO FASHION 





Sennen Great Lakes Mink Association. Film: 
Untamed Bluebloods. Producer: Kottcamp 
& Young at West Coast Sound Studios, N.Y. 

* Mink—a small animal dearer to the hearts 

f American women than to their check-writ- 
ing husbands’—is the subject of this new film 
now being released nationally for customer 
showings in department stores and quality fur 

Because of its wealth of product in- 

formation it will undoubtedly find additional 

use as training material for luxury-fur sales 


salons. 


personnel. 

Synopsis: Untamed Bluebloods first takes its 
audience to Wisconsin to visit a mink ranch. 
and a research laboratory maintained by the 
state Conservation Commission. It then shifts 
to New York to cover a manufacturer’s work- 
room where the ranch-bred pelts are made up 
into mink coats, stoles, etc. In concluding se- 
quences, top-flight fashion models show these 
garments off to full advantage. 

The film shows how ranch mink quality 
(i.e. the production of fur with certain de- 
sired characteristics) is achieved by scientific 
care and by closely selective breeding of fur 
animals. It also describes in pictures and ani- 
mation, how mink of different colors, or the 
so-called “mutation” varieties, are produced. 
In the workroom sequences, closeups explain 
the letting-out process by which mink pelts 
are narrowed and lengthened to produce 
flattering lines. 

Technical Notes: Sound-and-color motion pic- 
ture, running 21 min. The problem of Koda- 
reproduction of the true colors ol 
and mutation mink was successfully 


chrome 
natural 
met after some experimentation. 

General planning and script for the film 
was handled by Kottcamp & Young, Chicago. 
Ihe same organization also designed a_ port- 
folio on ranch mink for audience distribution, 
and an instructor's booklet on how to make 
most effective use of both film and portfolio. 
Distribution: On free loan to accredited re- 
tailers, clubs, schools and civic organizations. 
For complete booking information write di- 
rectly to the Great 
120 Madison Ave., 


Lakes Mink Association, 
New York 17, N. Y. 

. * * 
Viking Pictures Completing Utah Film 
% Location shooting has just been completed 
by Viking Pictures on a Utah scenic film. Sul- 
livan Richardson supervised production. 





For motion pictures and slide films de- 


signed to do YOUR job— 


CAPITAL FILMS 


16mm sound tracks (Maurer) 

Sound or silent photography 
{location or studio) 

Slide Films and disc recordings 

Complete editing facilities 


224 Abbott Road, E. Lansing, Mich. 
Tel. 83544 











CLOSING OUT! 
) | | 
| 


STUDIO 
SPOTS | 


at Clearance 
Sale Prices 





| LACO 2000 watts. Large fresnel lens, Mogul 
socket. U type yoke mounts to any pedestal with 1” 
dia. stem. Cable, plug and shield. Value $150, 
MN erie aba suka ads yee & .. $57.50 
JUNIOR 2000 watts MR type, large mirror, fres- 
nel lens, bi-post socket. Adjustable stand on casters, 
4’9” to 86”, brand new, includirg tax. ..$99.50 
BARDWELL MCALISTER Portable Telescopic Tri- 
pod Stands with rubber wheels, extends 12’. 3 | 


| brackets for spots. Government Surplus. .$24.95 
S. 0. $. EXTRA SPECIALS of the Month | 
| 35mm Sound-Film Recorders with sync. motor $1545.00 
W.E. & Simplex Preview Magazines, worth $750 395.00 
| Auricon Double System 16mm Recorder 
com. w. ampl. used....... 495.00 
Berndt-Maurer 16mm Sound Receding Outfit, 
worth $3500 Fa 2275.00 
Arriflex 35mm Comero, 4 fences, complete 895.00 


Neumade 35mm Film Racks, 76” high, new 39.50 
Mitchell Plywood Blimp, excellent 149.50 | 
Houston 16mm KIA Film Processors, rebuilt 3495.00 


EVERYTHING FOR STUDIO, CUTTING ROOM & 
LABORATORY — Lights, Mikes, Booms, Dollies, 


Lenses, Background Process, Moviolas, etc. Send for 
Catalog Sturelab 7 — thousands of good buys! 


5. 0. $. CINEMA SUPPLY CORP. 


Dept. BS, 602 West 52nd St., New York 19 | 

















35MM CINE LENS — Available on 15 
day trial. Satisfaction guaranteed. Some 
wonderful values from our tremendous lens 
stocks. 


FOR EYEMO CAMERAS—LENSKOTED 
—FOCUSING MOUNTS 


1" F4.5 Bell & Howell Wide Angle 


(Fixed Focus) — $ 74.50 

1" F2.3 Kinar Wide Angle — 99.50 
2" FI.5 Dallmeyer — 199.50 
2" F2 Schneider Xenon — 119.50 
3" F2.3 Bausch & Lomb Baltar — 179.50 
5" F2.3 Astro Pan Tachar — 343.75 
6" F4.5 Taylor Hobson Cooke — 125.00 
10" F4.5 Bell & Howell Eymar — 205.00 
14" F5.5 Schneider Tele-Xenar — 165.00 
400' 35MM Magazines for Eyemo — 69.50 


Exceptional Stock of Rebuilt Eyemo Cameras— 
Write for details. 


FOR DEVRY CAMERAS—LENSKOTED— 
FOCUSING MOUNTS 
1" F4.5 Bell & Howell Wide Angle — 
2" FI.9 Ultrastigmat — 


$ 74.50 
69.50 


FOR MITCHELL CAMERAS LENSKOTED 
2" FI.5 Hugo Meyer Primoplan 


Focusing Mount — $199.50 
3" F1.9 Hugo Meyer Primoplan 

Focusing Mount — 199.50 
18" F5.6 Telephoto-Focusing Mount — 162.50 


Stocks constantly changing. Write for complete 
listings and free catalog. Address inquiries to, 


Mr. B. Smith, 


Burke & James, Inc. 
321 So. Wabash, Chicago, Illinois 
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National Standards Bureau 
Completes New Dental Film 

* A new motion picture in 
color, entitled Dental Amal- 
gam — Failures Caused by 
Moisture Contamination, has 
just been completed at the 
National Bureau of Standards. 
This film, prepared under the 
joint auspices of the Bureau 
and the Research Commission 
of the American Dental Asso- 
ciation, is the second of a 
series of technical films pre- 
pared for dental and allied 
professions. 

The dental amalgam film 
demonstrates one of the most 
common causes of amalgam 
failure — namely, contamina- 
tion with moisture. This con- 
tamination with moisture is 
usually produced by mixing 
amalgam in the palm of the 
hand and by condensing amal- 
gam in a wet field. The mois- 
ture introduced into the amal- 
gam reacts with the alloy to 
produce hydrogen gas which 
causes excessive expansion, 
lowers compressive strength, 
and forms blisters. The film 
describes a satisfactory tech- 
nique for the prevention of 
contamination. 

Since 1928 the National 
Bureau of Standards and the 
American Dental Association 
have conducted cooperative 
research on the physical and 
chemical properties of dental 
materials and the proper tech- 
niques involved in their use. 
The present film, the second 
of a series that will stress the 
clinical significance of the 
physical and chemical prop- 
erties of dental materials and 
the importance of technique, 
is a result of this research. 
The first film, Silicate Cement, 
was made available to the den- 
tal profession last fall. 

The new motion picture on 
amalgam, a 16-mm sound film 
photographed in color, has a 
running time of 15 minutes. 
The film is available from the 
NBS: loan or purchase infor- 
mation can be obtained by 
writing to the Office of Sci- 
entific Publications, National 
Bureau of Standards, Wash- 
ington 25, D. C. 

Sports Film Guide Issued 

@ A new Sports Film Guide, 
listing nearly 800 films from 
Archery to Wrestling, includ- 
ing sources, is available from 
BusINEss SCREEN at 25¢ per 
copy, postpaid. 





To make syre your pictures are 


W 4 


ON THE SCREEN 


PROJECTION LAMPS 


... the kind most projector manufacturers 


use as initial equipment 





Don’t let a burn-out spoil your show! “GET A SPARE!” 


All types and sizes of G-E projection lamps now available 


G-E LAMPS 
GENERAL QB ELECTRIC 








BUSINESS FILM USERS VALUE THE AUDIO-VISUAL PROJECTIONIST'S HANDBOOK 


Comments received from large business users of films and value in the field. Order copies today at $1.00 each from 
equipment who have supplied their representatives and Business Screen, Chicago 10. Write “% BOOKSHELF DE- 
dealers with the Projectionist's Handbook indicate its PARTMENT, 812 North Dearborn Street, Chicago 10, Ill. 
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In the§ 


General Mills Nutrition Picture 
Wins International Film Honors 

@ General Mills’ nutrition teach 
ing film The School That Learned 


to Eat won international honors 





last month when it was selected 
for showing at the International 
Film Festival at Edinburgh, Scot 
land, as “the best documentary 
film in education.” 

The film was produced jointly 
with the University of Georgia. It 
covers in part some of the thre 
vears of nutrition education work 
Mills in 


June, the 


sponsored by General 


Georgia, Released in 
film is now receiving national dis 
tribution. Southern Educational 
Film Production Service of Athens, 
Georgia, produced the 20 minute, 
lO6mm film, which is in sound and 
color. 

\s a result of the award, the 
film was shown August 21 at the 
International Film Festival. It has 
also been booked for lectures at 
the Institute of Education, Ox 


lord University, 

The British committee of judges 
Basil Wright, 
head of Realist Films and directon 
Arthur Elton, 
British Broadcasting Corporation 
Cyril British 
Othce ol David 
Boulting, editor of Documentary 
Film News; and Stephen Arck 
medical and 


was composed of 
of Song of Ceylon; 


film critic; 


Control 


Jones, 


Films; 


royd, authority on 


scientific films and publications. 


American Type Founders Film 
Begins Series of Midwest Shows 
@ Members of the Northside 
Printers Guild on Tuesday, Sept. 
14, saw the first screening in the 
Chicago Area of AMERICAN Typt 
FOUNDERS’ new sound and color 
motion picture, ly pe Speaks! 
The film, with commentary by 
Ben Grauer, radio and television 
also a well 


announcer, who is 


known student of type was pro 
duced by Loucks & Noruine, It is 
a factual, educational and ente 
taining portrayal of type’s history, 
manulacture, and use in almost 
every walk of life. 

The film was also scheduled to 
be shown Sept. 16 to members of 
the Mail 

. 


sociation in Chicago, on Sept. 23 


Advertising Service As 


to the Chicago Club of Printing 
House Craftsmen, and on Sept. 24 
to the students in the package de 
sign course of Chicago Art Insti 
tute, 
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Colonial Airlines Makes Color 
Travel Series On Its Route 
@ Colonial 


inaugurated a new series of colon 


\irlines, Inc. recently 


travel films of the locations it 
serves 

Leading off the series is a hall 
hour sound motion picture on 
Bermuda which 
recently in New York by the Co 


lonial sales stafl and travel agents. 


was previewed 


Bermuda is a comprehensive pic 
ture of the mid-ocean resort and 
its attractions, particularly point 
ing out facilities for vacationers. 

In line with recent commission 
boosts to travel agents and special 
resort 


promotions on its many 


stops, Colonial expects the film 


series to serve as an important tool 


in its drive to keep Canadian and 
sermuda flights full. 

Distribution of the series will 
be on a free loan basis through 
agents and Colonial offices. 


Davey Tree Expert Company 

Shows ‘Your Future in Trees” 

@ Ihe tree surgeon is featured in 
Your Future in Trees, a full-color 
vocational film produced by the 
Davey Tree Exrerr Co., Kent. O. 
It will be available for showings 
alter 
Phe 16mm sound movie 


before interested 


Sept. 15. 


groups 
runs approximately 20 minutes 
and details how ornamental trees 
may be kept healthy, strong and 
skillful 


work performed by trained men. 


attractive by means ol 


When a manufacturer of printer’s equipment sought to introduce 
an adjustable steel tie-up to supercede the old but universal string 
winding technique for tying a page of type, he decided to demon- 
strate the product with a sound motion picture. But, the problem 
here was to get emphasis into the sales talk without pounding the 


subject into a coma. 


Our staff solved the problem by dividing the narration between a 
straight man and Professor Lew (Monkeys Is the Cwaziest People) 
Lehr, with the result that the picture is fast-moving and amusing 
and yet clearly instructive and completely convincing. Best of all, 
the client is smiles all over and the picture is selling the product. 


This is just another example of original scenario 
treatment characteristic of Loucks & Norling films. 


LOUCKS§: 


245 WEST 


MOTION P 


s5 TH ST. 


ICTURES . 


SLIDE FILMS ° 


ORLING 


. NEW YORK 


CITY 


SINCE 1923 
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Scene from Richelieu sound slide- 
film produced by Atlas (below). 
CASE HISTORY: Consolidated 
Grocers’ Use Sound Slidefilms 


@ A new series of two sound slide 





films, one for indoctrination and 
the othe 


originally planned by 


for sales training, was 
Atlas Film 
Corporation for Consolidated 
Grocers Corporation, whose Rich 
Monarch 


widely known among retailers. 


elieu and brands are 

The series as delivered turned 
out to be five separate and distinct 
programs and required almost a 
year for completion, Principal 
problems were authenticity and 
\ member of the 
stafl 


wholesale grocer salesman in o1 


story treatment. 
Atlas creative became a 
der to provide the sponsor with 
really effective visual training ma 
terials, 

A story is being written around 
the field experiences and testing of 
this series (for Bustness SCREEN). 
Three divisions were served with 
different versions of a basic train- 
ing subject. Changes involved not 
names but distribu- 


only brand 


tion methods. Cooperation — be- 
tween sponsor and producer was 
most essential in this involved 
procedure. 
Utilization: 


with “posting” are shown to pro- 


Iwo films, combined 


spective as well as new salesmen 
for orientation and training. Also 
used for showing to non-sales per 
sonnel. ‘Titles are Thought fo 
Food; Monarch Means Money: 
C. D. Kenney Means Money fo 
Richelieu Means 


For You. 


Many; Money 


Completing Four Sponsored Films 
@ THe INTERNATIONAL FitmM Foun 
DATION is completing production 





on four new sponsored films for 
Church World Service, Girl Scouts 
of America, Princeton Universit 
and the National Institute of Lile 
Insurance. 

















NAveD OFFICERS [0 
Holtz, 
Roa Kraft Birch, 


secretary-treasurer, 


president; 





NAVED OFFICERS ELECTED 





1948-49 are 

Hazel Calhoun, 
2nd vice-president; and Keith South. 
See convention report below. 


AT CONVENTION 


a 


(l to r) Merriman 


Ist vu e-president; 





1300 Attend NAVED Meetings 


* More 


salesmen 


1300 dealers, 
members 


then 
then 
hundreds 
cducational film leaders attended 
the 1948 ‘Trade Show and Nation 
al Convention of the National 
Visual Education 
Chicago's Hotel 
month. 
Portland, 
member of the 


than 
and ol 


families as well as ol 


ol 
held at 
last 


\ssociation 
Dealers, 
Sherman 
Holtz 


nec 


Merriman 


ol Oregon, plo 


industry, was 
clected president for the 1948-49 
term. 

Mr. remembered 
us the guiding spirit of the U, S. 


lreasury’s 


Holtz is well 


wartime and Victory 


which he 
helped to initiate the l6mm 
ficld together with the late C, R. 
Reagan, another NAVED pioncer, 

Other elected serve 
the family of retail visual special 


Loan film programs 


ofhcers to 





PRECISION 


OPTICAL PRINTING 


Complete Optical Printing Service 
by expert technicians with years of 
Major Studio Experience. 


COLOR -B&W 16mm - 35mm 
BLOW-UPS REDUCTIONS 


@ 35mm Ansco Color theatre prints 
from 16mm Kodachrome. 

@ Kodachrome Printing Masters 

complete with all special Optical 

Effects, and corrections. 

35mm blow-up work prints from 

16mm originals. 

Special printer for handling old 

and shrunken film. 

Television film service. 

Separation negatives 

color process. 


for any 


Optical 
editorial 


Printer can solve many of 
and photographic problems, 
» use of such mediums as frame se- 
quence alteration, optical zooms, quality 
and color correction, blow-ups, etc. 


FILMEFFECTS of Hollywood 


1153 N. Highland Avenue, 
Hollywood 38, California 


Equipped with the 
ACME-DUNN 


Academy- Award-winning 
35-16 Optical Printer 
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Hazel Calhoun \t 
lanta, Georgia, who is Ist vice 
president; Roa Kraft Birch of Mil- 
waukee, 


ists were ol 


2nd vice-president; and 
Keith South, 


who 


Minneapolis dealer, 


was elected secretary-treas 


urer, Both ladies have been most 


active in visual industry affairs, 
South is also a long experienced 
member of this group. 

at the 
Tom Roberts, 


Stoeppelworth, 


Directors elected conven 
Chi 

2 
Mont 


Cincin 


tion included 
CARLO, E. K. 
Louis: Li Saltzman, 
(NJ); Ralph Haile, 
and Linwood 
Mr. Beacom is 
dealer outside of the U 
ina key post. 
Highlights of the convention, in 
addition to expertly-handled pan 
els and roundtable discussions, 


iwrence 
clan 
nati; Beacom of 
the 


.S. to serve 


Mexico. first 


in 
cluded a tribute to the late C R. 
Reagan and the appearance of 


Louis deRochemont, educational 
film producer, 
“talk” by Gene 
the National 


Sales Executives. 


and a closing day 
Flack, president 
Federation 


ol ol 


. * * 
Beaumont Newhall Named Curator 
of the George Eastman House 
* NEWHALL, former 
curator of the Department of Pho 
tography, Museum of Modern Art, 
in New York City, 
named curator of 
man House, Inc. 
His appointment was an- 
nounced this month by Dr. C. E. 


BEAUMON1 


been 
East- 


has 
George 


KenNetTH Meeks, president of the 


photographic institute which will 
the 10-acre 
George 


OCCUPY estate of 
late Eastman. Mr. New- 
hall is now actively engaged in 
preparing the institute's 
tion of photographs and photo- 
graphic apparatus and making it 
ready for installation. 


1948 


the 


collec- 








PROJECTORS 


Tri-Purpose 
2” x 2” Slide 
and Filmstrip 






Professional 1000 wi-Purpose 


1,000-watt Tri-Purpose projector. Shows 2” 
single- and double-frame filmstrips. For large groups 
and where an abundance of light is needed. 


ym in er 150 For Filmstrips 


x 2” slides, 


150-watt filmstrip projector. Shows single-frame film- 
strips only. Standard in leading sound slidefilm units. 


Once again S.V.E. is first with the 
finest in projectors for industrial 
use. In each of these new pro- 
jectors S.V.E. engineers have em- 
bodied new, exclusive features 
that will continue to make S.V.E. 
the first choice of far-seeing in- 
dustrial buyers. 





SOCIETY FOR VISUAL EDUCATION, INC. 


A Business Corporation 


100 EAST OHIO STREET CHICAGO 11, ILLINOIS 
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Revere President Endows 


Business Screen 
















Babe Ruth Cancer Fund 


@ Establishment of The Babe Briskin added. “We feel that his 





























































Ruth Cancer Fund with the con- death from cancer should spur the 
tribution of $100,000 by the Re- nation to raise millions of dollars 
VERE CAMERA Company of Chica in his name to win this fight 
go was announced in late August against cancer. Babe Ruth was 
by SAM BriskIN, chairman of the beloved by millions of Americans, 
board. young and old, and his death is 


another in a long list attributable 
to cancer. There were nearly 200,- 
000 victims in America last year. 


The contribution of $100,000 
will go to the American Cancer 





Society to start the fund for gen- 


eral research and for use at the “The Revere Camera Company WILLIAM E. Barr 
society's discretion in the fight is proud to start such a fund. I Eastman Kodak Names W. E. Barr 
against the dread disease that personally feel very deeply about as an Assistant General Manager 
proved fatal to Jabe Ruth, Bris- this matter. Cancer has taken the : : ; . 

’ d ‘ ‘ @ Appointment of WILLIAM E. 
kin said, lives of my brother-in-law, the 8- 


BARR as assistant general manager 


ar- on of my personnel man- ‘ . ; 
year-old son of my | of Eastman Kodak Company’s 


“IT hope that Americans every- 





Joun W. Morrisey where will join the battle to win ager and several of my very good — gengitized Goods Sales division 
Automatic Projector Corp. Names the game that Babe Ruth lost,” friends.” was announced today by JAMEs 
Morrisey for Sales and Recording E. McGuer, general sales man- 
@ Joun W. Morrisey joined the ager. 


. » a . . 
staff of AUTOMATIC PROJECTION In addition to his new duties 


Corr. this month as sales and re Barr continues as manager of the 


cording Cugences for the ee Ho Bi is company’s Industrial Photograph- 
i ey : Oo de . ot ualeale 

pany’s Sound vic W go sli - Ww g ic Sales division, a post he has 
film projector, He a eee held since the division was set up 
able to Automatic’s clients for 


; Your Investment in 1945. This division now be- 
technical advice and assistance in oe ae € the Sensitioed 
lov; comes a part of the sensitizec 

“y a - J . 7] 
developing sales, training, or pro Goods Sales. 


. . . 
motional campaigns in the sound in Out-of-Date \ ti € Nashville. T 
d native Of Nashville, ennes- 


slide medium. 





\ fessi aes Biase see, Barr has had wide experience 
ee ee sme H 9 in various capacities with Kodak 

. ° . < S “ < es W < 

sey was previously vice president raining 1 ms ce . e e et ° “s, : . 
a iain Mii Rataniadn Rie ihe since he joined the company in 
2 Re 2 : 1929. He first worked in business 

film Recordings Inc. He has also “ee 1 wile Kodak Offi = 

. ‘ve ~ < c ak 

been afhliated with Nac and Rca Severs & er ati 


as developmental engineer. TRAINING FILMS, the foundation of import- transferring in 1931 to the com- 


. , = i pany’s research laboratories. In 
Visual Education, Inc. Elects ant merchandising and industrial training programs, 1933 he joined the Ex Sale 
Mrs. C. R. Reagan as President 933 he joined the Export Sales 
@ The Board of Directors of Vis can be dated by more than visual elements alone. department and spent the next 


vAL Epucation Inc., Austin, Tex three years in South America 
where he handled technical sales 
and supervised installation of pho- 
enormously in the past three years. One excellent tographic processing equipment. 


as, has announced that Mrs. . R. Teaching and film techniques have improved 
REAGAN has been elected president 
of the corporation. At the same 
time A, J]. Locke and Ben MANN example is Pathescope’s “attitude” approach in all In 1936 he returned to the sales 
were clected vice-presidents. Other ; , department in Rochester as a cor- 
. employee films . . . script and sequence designed to 
ofhcers remain the same and are respondent and later transferred 
as follows: GrorGe SCHAUER, vice mesh with the employee’s own psychological reactions to Sensitized Goods Sales. He was 
president and general manager; 


to his job and his opportunity. appointed manager of the Sales 


and Roy C. REAGAN, secretary. Service department in 1940 and 
G. H. Beasley Becomes President five years later became manager 
of Bardwell & McAlister, Inc. In fact, Pathescope’s advances in planning and also of the new Industrial Photo- 
@ G. H. Berastey has succeeded producing are contributing constantly to making train- graphic Sales division. 


Ceci. BARDWELL as president of 








BARDWELL & McALIsTER INc.. Cali- ing films of all types more effective and more efficient Film Center in New Quarters 

fornia manufacturers of photo for a great variety of companies. @ Fitm CENTER, successor to In- 
graphic equipment and electronic ternational Theatrical and Tele- 
apparatus. Mr. Bardwell recently vision Corp. of New York, an- 
resigned for reasons of ill health. nounces that it has moved from 





Remy L. Hupson, formerly vice 25 West 45th Street to 45 West 
president of Utah Radio Products, PATHESCOPE PRODUCTIONS 45th Street, New York, according 
Chicago, has been elected execu- | to an announcement by LAURENCE 
tive vice president. The new man- ; : SALTZMAN, executive vice-president 
agement has announced an accel 9 are ee of the firm. Engaged almost ex- 
erated production program. clusively in the rental of 16mm. 


The Pathescope Company of America, Inc. 


j 
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* Pan American World Airways 
and Northwest Orient Airlines 
have ordered ten filmstrips cov- 
ering countless technical ins-and- 
outs of the new Boeing Strato- 
cruiser. The two airlines are 
among the first to place orders for 
the giant Stratocruisers, commer- 
cial cousins of the famous Boeing 
B-50 bombers and C-97 cargo-car- 
riers, Air Force stalwarts. The 
strips will soon be available in 
helping train maintenance and 
flight personnel at Pan Am and 
Northwest bases throughout the 
world. 

The Boeing Company is coop- 
erating with the airlines and with 
Korry Film Productions of Seattle 
in the production of the films. Di- 
rection and photography is being 
handled by Vern Witt and Ed 
Johnston, respectively. Witt and 
Johnston with this assignment 
continue the training film produc- 
tion teamwork which saw them 
successfully through the creation 
of more than thirty training films 
concerning Boeing B-17s and B- 
29s for the Air Force during the 
war. 

Pan Am and Northwest, in or- 
dering the film strips, are keenly 
aware of the many advantages to 
be gained through this method 
of instructing maintenance and 
operational personnel in the in- 
tricacies of the new luxury air 
liners. he series is part of a com- 
prehensive visual aid “curricu- 
lum” which has been instituted 
throughout the airlines’ organiza- 
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Since 1911... 
Proven Experience in 


Motion Picture 
Production 









Sam Orleans 


AND ASSOCIATES, INC 


Memphis & Knoxville 
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Filmstrip Series for Flight Crews 


tions since instruction-by-film 
proved itself during the war. Efh- 
cient, thorough training in main- 
tenance and operational phases of 
the Stratocruiser is being given 
particularly high priority, since 
the new Boeing commercial giant 
is radically different from other 
passenger airplanes being manu- 
factured today. 

Besides photographs of specific 
parts of the plane, relating to each 
strip’s particular subject, the films 
will contain diagrams and cut- 
away drawings. Personnel, by 
means of the strips, will be taken 
on a carefully-integrated tour of 
the airplane, while particulan 
points that require special atten- 
tion are highlighted. 

Ihe ten strips will cover these 
specific phases of the Boeing mas- 
terpiece: Thermal Anti-Icing, The 
Fuel System, AC Power Generat 
ing and Distributing System, DC 
Power Generating, Regulating 
and Distributing System, The Hy 
draulic System, The Power Plant, 
Landing Gear and Controls, Cabin 
Altitude Control and Pressuriza- 
tion System, The Heating and Re- 
frigeration Control System, and 
The Rudder Control System. 

Pan Am and Northwest are or- 
dering the films without accom. 
panying sound, Since the strips 
will be used at operational bases 
throughout the world, gearing the 
frames to English language narra- 
tion would prove impractical in 
many cases. 

* * * 

PMDA Resolution Asks Trade 
Shows in Off-Season Months 

@ The Photographic Merchan 
dising and Distributing Associa- 
tion (PMDA), at its annual mid- 
western meeting on August 25, 
adopted a resolution by a large 
majority vote regarding photo- 
graphic dealer trade shows. 

The “PMDA 
urges shows be held 
during February, 
March and April, and the associa- 
tion will not support dealer trade 
shows held at other times.” 


resolution 
that trade 
preferably 


was: 


The association also announced 
its Third Annual National Con- 
sumer Show, to be known as The 
National Photographic Show, to 
ke held February 18-22, 1949 at 
the 7Ist Regiment Armory, corner 
of 34th Street and Park Avenue 
in New York City. Manufacturers 
and wholesale distributors of pho- 
tographic equipment and _prod- 
ucts will be permitted to exhibit. 
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A SENSATIONAL NEW ADDITION 
TO OPERADIO’S LINE OF 
SOUND SLIDEFILM PROJECTORS... 
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aw 
“Automatic” 














For Selling ' 
For Tra le ing! 


set 
Completely Automatic: 


Positiy, Action: 

The EXPLAINETTE, automatically 
synchronized method of advancing 

slidefilm is the result of years of research. 

It is a simple, practical method... 

eliminating pauses in narration or music during each frame advance. 

The automatic synchronized advance is accomplished by a signal on. 

the film...there are no bongs, cues, Or any other signals 


incorporated in the recording. It is a completely new method... 


write for details on the EXPLAINETTE “Automatic” today! 


oPERADIo 





OPERADIO MANUFACTURING CO., Dept. BS-72, St. Charles, Illinois 
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Herbert Webb Provides Service 
Studio for Visual Art Needs 


During the war Spafford wrote 
@ Herperr V. Wess, lormer exc 


and supervised several of the 
utive vice-president in charge ol Navy's best known training films; 
among them the Hand to Hand 
Combat series, the feature produc- 
tion This Is It, the Naval air short 
Ready For Wings, and Snoopers 
& How to Blast Them. Later he 
saw action as task force combat 
photographic officer on the stafl 


creative art and production ton 
the late Visual Illustrators, Inc., 
is now director in his own com 
pany, Projection Arr Srupios at 
144 East 86th Street, New York. 
The new firm offers visual coun 





















































sel, planning and art forms to pro- 


ducers of slidefilms, slides, photo of Vice Admiral McCain. STEWART & STEVENSON SERVICES 
exhibits, murals, ete. Herb Webb Recently Spafford has been in built the new portable studio 
writes no scripts, sells no projec Hollywood writing short and fea- shown above for Raphael Wolff. 


tion equipment, but as a “produc ture scripts for Lester Cowan Pro- 


ductions, the Motion Picture Aca- 


Wolff Studio Accepts Delivery 

mA of New Portable Studio Unit 
Roperr SpAFFORD, JR. has demy and other producers, Two @ The R. G. Wotrr Sruptios, Hol- 
ioined RKO-Pathe for crea- of his original screen plays will be 
‘ Since saat gale deattes produced independently in Hol- 
doing creative work and special lvwood this vear. 





er’s producer” he offers a most 
useful service, An expert artist of 


18 years experience, he supervises 
lywood, have recently accepted de- 


livery on a fully equipped travel- 





a hand-picked staff of spec ialists, 











ing motion picture studio from 


projection photo retouching him 
STEWART & STEVENSON SERVICES, 


lt | Aen ~_ i ] F 
SC . ‘ 
ee , ‘ ' Houston, Texas. The unit con- 
slack 


[ 
r 


Projection Art offers, in : , i ‘ 
and white or full color, original . — ¢ 3) Gas oe 
truck and mobile power setup. 


illustrations, different styles of car : TI Sher ; 

. ; Ce s mounted on a 3-ton 
toons, visual maps, graphics, art car no beens piste caste pa 
: MC \ $ : 
titles, etc., that go into the mod — , ; ; 

: ; vecially fabricated body contain- 
ern slide film. The dry mounting ‘ special; ms “ 8 ‘ aa 
g CO siecle Vv ge equipment, 
department crops, mounts, num 2 “l S an 1n ing complete lighting equipmen 
ye ‘ " 


? ‘ras, cables < ther equip- 
bers and flaps each frame. cameras, cables and other equiy 






Mr Webb hes worked out a 16mm Projector ment. It is used chiefly to make 
package art service that should bi For Light Weight . . Compactness industrial and business _ films, 
of considerable interest to slide Durability . . Simplicity . . Economy both indoor and outdoor. 


The 471 GM _ Diesel Powered 
Generator set delivers 60. kilo- 


film producers. Write him direct Superior Performance 


for details, : 
watts, sufficient to power all cam 


Roland Reed Appoints Ross 

as Eastern Rep at New York 

@ Densmore A. Ross of 2 West 
45th St., New York City has been 
appointed eastern representative 
for ROLAND REED PRODUCTIONS, 
Inc., Beverly Hills, Calif. Ross 
was formerly connected with Jerry 
Fairbanks and with Ross-Federal 
Marketing and Research organiza- 
tion, 


era and lighting, as well as’ all 
supplementary equipment. ‘This 
has proved to be a great advan- 
tage in that it makes possible the 
production of movies in remote 
locations where other power 
sources are not available. All of 
the details connected with con- 


structing this traveli studio 


12 
were handled on a turn-key con 


» Model 631M - 


tract basis by Stewart & Stevenson 


, é For Sound or Silent Films Services. They accepted full re- 
Joins Sutherland Productions bility f : fal 
’ Pay ibility r engineering, fab- 
@ Rex Cox has joined Joun SutH WEIGHS ONLY 26 LBS. COMPLETE ale . : b, “5 “stall 

ERLAND Propuctions, INC., as vice WITH SPEAKER. Precision machined rig. onsdeibis oe y» lng 
3 ili ; the generator set and assembling. 
president in charge of the spon- for strength and durability to give last c gener Pa s¢ Ss $ 
WAS : ing service under the most trying con- QO. Gail Papineau, director of 

sored films division, it was an- vies ‘ they 7 ‘ ’ : 
et Bag Blin John Sut! ditions. Highest quality in every detail. production for Wolff, stated his 

, $s mo »y John Suth- +. ag: 

Movie-Mite produces sharp, steady belief that there were few trucks 


erland, production head of the 
company, 


pictures with amazingly clear sound 
for both voice and music. Used in 


homes, churches, schools, offices for : 
Spafford to RKO-Pathe Studio Write for complete details. audiences up to 100 people. that it enables the producer to 





similar to this one in existence. 
The unit is proving successful in 








See your industrial film save the expense of transporting 
@ Robert Sparrorp jx., former producer for demonstration. : . vt 1 dism: : 7 
Hollywood & U. $, Navy scripter, Universal A.C. or D.C. 105-120 Volt op- setting-up and dismantling equip- 
has joined RKO-PATHE’s commer eration. Push-pull miniature tube ment, and to pass these Savings 
: “ie Price onl ifi iters’ : T 
hak sii tiation department as rice only $946 — Underwriters’ Laboratories along to customers. 
isted. 


assistant to the manager, P. B. 
Nichols. His initial project will 
be scenario preparation for a two 
reel sound-and-color film spon- 


Capital's Winter Sports Film 
fin ; Aus y; rv, [ec OF nV) @ Winter Sports in Eastern Mich- | 


f si igan is the title of a new Michigan 
MOVIE-MITE COR 10) °F-V81@). Tourist promotion subject just 


sored by the National Association completed by Capital Films, East 


of Food Chains. He will also han- 


1105 EAST 15 ST KANSAS CITY 6. MISSOURI 





Lansing producer. ' 
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JAMIESON FILM COMPANY OPENS NEW DALLAS STUDIO 











SERVING THE SOUTHWEST with this new $/00,000 studio and laboratory is the Jamieson 
Film Company, 3825 Bryan, in Dallas, 


Texas. Hugh Jamieson and his two sons, 


Hugh, Jr. and Bruce, are heads of the company which was founded in 1916. 


L. H. Hartman Agency Names 
Jack Yarmove as Film Chief 


@ Jack YARMOvE has been named 
vice president in charge of public 
relations and motion pictures of 
the L. H. Hartman Company, ac- 
cording to announcement by 
Louis H. HARTMAN, president of 
the advertising agency. Mr. Yar- 
move, he pointed out, resigned 
his executive post at the Institute 
of Public Relations to take over 
the newly established department 
at the Hartman agency, and has 
already begun the task of organiz- 
ing a staff, 


Ihe new post, according to Mr. 
Hartman, will encompass, besides 
public relations, a complete client 
service in motion pictures and tel- 
evision, all of which, he said, will 
be made available to agency clients 
before the month is out. Though 
the service is also available to non- 
advertising clients of the agency 





GUNFIDENCE. 


PEERLESS FILM TREATMENT, sometimes 
known as “vaporating,” has enabled 
millions of prints to hold their good 
exhibition condition far beyond normal 
expectation. Extension of print life is 
more than ever important at this 
time, when shortages of raw stock have 
made replacements so difficult to 
obtain. For 14 years PEERLESS has 
* earned the confidence of the motion pic- 
ture industry as a symbol of protection. 


® insist on PEERLESS FILM TREATMENT 


Available at laboratories, coast to coast 
PEERLESS FILM PROCESSING CORP. 





Write for list of installations 
and folder, “20 Questions”. 











Office: 165 W. 46th St., New York 19,N.Y. 
Processing Plant: 130 W. 46th St.,N.Y.19 
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at present, said Hartman, greatest 
emphasis will be placed on cur- 
rent accounts in the house. 


Rockett Pictures Location Crew 
Doing Wyoming Film for Sinclair 


@ Production was begun recently 
on the color film Wyoming and 
Its Natural Resources with the de- 
parture of RockerT Pictures’ 
Cameraman LLoyp BOWMAN and 
Assistant PAuL Lorp on a state- 
wide trip. This is the third film 
in a U. S. Bureau of Mines series 
being produced by Rockett Pic- 
tures, Inc. 

The Wyoming picture is being 
sponsored by the Sinclair Refining 
Company and will be completed 
by the end of the year. Script for 
the three reel film was written by 
Eric Strutrr. Nevada and Its Nat- 
ural Resources currently in pro- 
duction is nearing completion. 


Radio Talent, Inc. Provides 
Personnel for Midwest Studios 

@ A new talent agency in Chicago 
is rounding out its first quarter 
year. Rapio TALent, INCORPO- 
RATED, opened for business on 
June first at 410 North Michigan 
Avenue. The originators of the 
venture are ten enterprising young 
men who-are talent themselves in 
the radio field. They are: John 
Harrington, Bob Atcher, Jim 
Campbell, Jim Conway, Bill 
Duane, Fahey Flynn, Billy Leach, 
Hal Miller, Ed Roberts and Bill 
Seymour. 

The director of the agency is 
Mary G. Dooling. With her staff, 
she has interviewed and registered 
over three hundred of the top 
radio and stage personalities of 
the Chicago area. This talent is 
available for radio, television, 
slide film and motion picture pro- 
ductions. 

Growing demand for actors and 
commentators reflects increasing 
film and television activity. 
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Make this amazing FREE 


SCREEN TEST. 


“t 


Project your pictures on Free Sample 
of Radiant’s new “Million Mirror” 
screen fabric—and see for yourself 
the remarkable difference it makes! 


ff / \ 
4 
- See how millions of tiny glass mirrors, 


if ’ firmly imbedded in the pure white screen 

»  syrtace, make your pictures fairly glow 

*3P “ yih life! See what happens when light 

? a / is reflected instead of absorbed! You will 

enjoy Clearer, sharper black and whites— 

richer, brighter, more brilliant colors. Here is projection as 
real as life itself! 


if 


% 

va 
‘7 
at 


Then ask your dealer to demonstrate the new 1949 Radiant 
Screens. Notice how easily they set up—how ruggedly 
they're built. Used and approved by leading industrial con- 
cerns, school systems, churches and government agencies 
all over the world—you cannot buy a better screen. 


Send coupon 
and get 
ABSOLUTELY 


@Generous sample of 
new Radiant “Million 
Mirror’ Screen Fabric 

. Test it with your 


RADIANT 


N SCREENS 





Radiant Monufecturing Corp. 











own projector and see : 1243 S. Talman Ave., Chicago, 8 

for yourselfthe remark- 4 Send me FREE: Sample of Radiant ‘Million 
ableimprovementover § Mirror’ Screen Fabric AND Basic Film Source 
any other projection % Directory. 

surface. ; Name 

@ Basic Film Source § Address 

Directory—your handy ; Ci 6 

guide to hundreds of H oa ] -_ 

film sources. Ms dealer is ise diadinsians titgeietaaieCiaiaacnal 
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a haVISlON in the NEWS 


Video Now Faces Paradox of Plenty 


® MEDIUM EXPANDING IN MANY LARGER CENTERS ¢@ 


IDEO, paradoxes and all, is 
V moving swiltly ahead as thou 
sands of new set owners dot the 
audience maps across the country 
\ summer slump in set sales in 
some areas has evaporated in the 
fall rush of football tans. New 
York's audience, watching the pro 
grams of six video outlets, must 
now be measured in terms of neat 
ly 300,000 set owners, a fact which 
has film producers in Manhattan 
all agog with these new market 
possibilities, 

Chicago probably has a tenth 
ol the N. Y. audience or will have 
sometime this month as over 30, 
000 listed set owners (including 


public places such as_ taverns) 
watch the programs of three local 
outlets and the nearby Milwaukec 
station 


which reaches into its 


North Shore suburbs. 


Mipwest Network IMPENDING 

Los Angeles, Detroit, Philadel 
phia, Boston, and Baltimore are 
other television hot-spots to watch 
Focus is also on the midwest be 
cause of the inter-comnnection very 
shortly ol Poledo, St 
Louis, Detroit and other cities on 


Chicago, 


the new tele-network 

The paradoxes which cre pt into 
the lead of this round-up are plen 
tiful, The great paradox is the ab 
sence of profit. So far television 
has been a magnificent gesture ol 
American business, particularly 
RCA, toward a new sales poten 
tial. Contributions made by Para 
mount, National Broadcasting 
DuMont, and 


entrepreneurs have still to earn a 


Company, othe 
single dividend besides goodwill 
Now that video is definitely bit 
ing into the existing radio audi 
ence and winning over a good 
portion of radio advertising dol 
lars, still another paradox is in 
the making. The cost of program 
ming for video is much greate 
than radio. The audience is fat 
smaller. Yet the power of pictorial! 
selling is challenging and result 
ful, despite the low-grad pro 
grams generally employed to dat 
Somewhere in the shuffle are 
other ideas such as Gene MacDon 
ald’s interesting Phonovision o1 
controlled pay-as-you-see video sys 
tem. And somewhere too is the 
motion picture exhibitor in tel 
centers who must be having anxi 
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ous moments as his best paying 
customers sit comfortably at home 


watching not-so-dated Korda films. 


NBC Newsreel in New Studios 


@ The NBC Television Newsreel 
will move into new quarters in 
the RKO-Pathe Studios at 106th 
Street and Fifth Avenue on on 
about Oct. 1, according to a recent 
Sidney N. 


Strotz, administrative vice 


announcement by 
presi 
dent in charge ol Television, 

Che entire job of editing, proc 
essing and storing the films will be 


performed in the new studios, 


e What ever 


your target 
may be..More 
Sales..Faster Job 


Training or Better 

Public Relations our 
planned Visual Programs 
assure accurate results... 


from RKO- 


Pathe last May and are now being 


which were leased 
renovated for television use. In 
addition to the space for film 
work, the facilities available in the 
new studios include three live 
video studios and an entire floor 
for office personnel, The main live 
studio measures 97 by 74 feet. 


The move of the newsreel from 
its present quarters at 630 9th 
\venue has been timed, according 
to Strotz, to coincide with com- 
pletion of the reel’s reorganiza- 
Jerry Fairbanks Produc- 
tions. Fairbanks began reorgani- 
zation of the reel last March. 


tion by 


\fter “moving day” in October, 
the newsreel will be integrated 
within NBC's news operations and 
will continue to be supervised by 
William F. 


in charge of News and Interna- 


srooks, vice president 


tional Relations, Fairbanks cam- 











Rockett Pictures, Inc. 


CREATORS OF 


GUIDED film MISSILES 


FOR NEARLY A QUARTER OF A CENTURY 
6063 Sunset Blvd. - Hollywood, Calif. 





eramen will continue to shoot the 
reels, as they have done since Au- 
gust, 1947. 

NBC now produces and broad- 
casts three newsreels weekly in ad- 
dition to numerous special event 
films and a 
weekly ten-minute review of the 
news. 


TELEVISUAL SHOP TALK... 

... The New York Daily News 
Telepix Newsreel (WPIX) scored 
a solid beat on films of Mrs, Ok- 
sana Kosenkina lying in the So- 
viet Consulate’s courtyard. Tele- 
pix had the scene on the air just 
a bit over three hours alter the 


and documentary 


event had happened, beating other 
I'V newsreels by almost a day. 
..» Latest published figures show 
that with 55 commercial accounts, 
Philco’s WPTZ in Philadelphia 
has more sponsors than any sta- 
tion in the U.S.A. Though having 
fewer receivers than New York, 
the three stations in Philadelphia 
have more commercial accounts 
than the six outlets in the New 
York area. 

... Lennen & Mitchell, New York 
ad agency, last month released an 
interesting survey on commercial 
& M, 
2? 315,000 people are regular view- 
ers, and it is estimated 13,570,000 


television. According to L 


The sur- 
vey shows that in TV set owning 


will become so by 1952. 


homes outstanding radio programs 
run far behind even a mediocre 
telecast in attention. 

* * 

Does Macy’s Tell Gimbel’s? 
Note: Hearst's New York Mirro1 
carefully lists all New York TV 
programs daily — except those on 
WPIX, owned by the competing 
Daily News. 

Despite wide scale publicity 
emanating from the TV industry, 
there will be many large cities 
without television for at least 18 
to 24 months, The delay in F.C.C, 
hearings on competitive applica- 
tions is a major factor in this sit- 
uation, plus the fact that it fre- 
quently takes successful applicants 
from two to two and a half years 
to get on the air alter receiving 
a construction permit, 

. . « Business SCREEN’s New York 
operative got down off his ‘bar 
stool last month and is now doing 
his television viewing in home 
precincts. This may help to un- 
cloud the eastern arc of our video 
crystal ball. 

.. + Ford Motor Company, which 
sponsors Brooklyn Dodger base- 
WCBS-TV, and 
Ballantine Beer, which sponsors 
the New York Yankees on WABD, 


ball games on 
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use a clever answer to viewing 
fans who might resent too many 
visual from the 
playing field. The announcer 
parallels qualities of ball players 
with product qualities while the 
visual Ford service 
arrow, or Ballantine’s three ring 


switches away 


image of a 


trade mark is superimposed on 
the playing field. This takes place 
between innings, doesn’t interfere 
with the action of the game, and 
helps to identify Ford and Ballan- 
iine with the great American 
game. Meanwhile, under the su- 
perimposition, viewers can see the 
players coming on or going off the 


held. 
Old Golds Visualize Billboard Ad 


Old Golds, too, have a good 
device for the Dodger games: the 
OG biliboard back of the Dodge 
bullpen with pitchers seen warm- 
ing up serves as the visual back- 
ground for Old Gold commercials, 

These TV 


smart, there is no let down when 


commercials are 


the sales message comes on, and 
identification with the 
game is high. Plenty of goodwill 
is engendered here. 

WBAL-TV, 


television 


sponsor 


Hearst-owned 
station in Baltimore, 
has afhliated with NBC’s east coast 
network. 

Veletranscription service 
(films taken off TV screen) is now 
offered by DuMont, NBC, Para- 
mount, Television Relay, Inc., 
and Berndt-Bach, Inc. 





For Iémm. Film — 400 to 2000 Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Only original 
Fiberbilt Cases 
bear this 
TRADE SHIPPING MASK 


CASE 
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Paris Cavalcade of Fashion Is 
Filmed Abroad for Television Use 
@ J. Lichterman, one of Philadel- 
phia’s foremost furriers, now spon- 
sors the Paris Cavalcade of Fash- 
ion over WPTZ, Philco’s station 
in Philadelphia. 

Filmed in Paris each week by 
World Video, Inc., the television 
production firm headed by author 
John Steinbeck and photographe 
Robert Capa, the Cavalcade brings 
to WPTZ newest 
modes styled by such famous de- 
signers as Dior, Fath, Schiaparelli, 
Patou, Lelong and Molyneux. 
Ihe films show the latest French 
fashions, the 


listeners the 


manner in which 
they are created, how American 
buyers see these collections, and 
the way in which famous custom 
ers choose their gowns and are 
fitted for them. 

Each week as the films reach the 
United States, they are immediate 
ly edited and prepared for theii 
local showing. Frances Healy Gey- 
elin writes the scripts and stage 
and screen star Faye Emerson 
Roosevelt does the commentary. 


Philadelphia Agency Sets Fast 
Pace With Jiffy Commercials 


@ A spot commercial over WPTZ 
every Sunday night is rightly re- 
ferred to as a “production” by the 
Philco station, since it boasts prac- 
tically element television 
can offer including, literally, the 
kitchen sink. Martin and An 
drews, Philadelphia advertising 
agency, has almost stretched time 
for its client, Jiffy Products, by 
deftly squeezing into a sponsored 
twenty 


every 


seconds no less than a 
weather report for Monday wash- 
day (the product is Zippy starch) ; 
a specially made film of a house- 
wile adding water to Zippy at the 
kitchen sink, mixing it and starch- 
ing clothes while a live announce 
extolls its virtues; a background 
musical theme and a closing title 
urging the audience to go out and 
buy some Zippy. This film com- 
mercial was produced for Martin 
and Andrews by the WPTZ Mo- 
tion Picture Unit. 


Sack Signs "Woman Speaks" Films 
@ SACK TELEVISION ENTERPRISES, 
Dallas, has acquired national vid- 
eo distribution rights to Woman 
Speaks, a series of twelve 10-min 
film subjects billed as the “wom- 
en’s magazine of the air.” 

The deal was concluded last 
month in Chicago between H. A. 
Spanuth of Fitm Sruptos oF Cut- 
cAGO, producer of the series, and 
J. M. Sack, sales manager of Sack 
Television Enterprises. 


1948 


sabaha stl 


EVEN DISTRIBUTION 
of Sound Means... 


It means that the sound goes toward every part of the room in 


the same volume and quality. 

It means that no member of the audience has an excess of sound 
blasted into his ears, while others have less volume and poorer 
quality. 

It means to a sound slide-film program what indirect lighting 
means to illumination. 

It means that a junior size machine with a built-in speaker has 
an efficiency approximating a larger machine with speaker up front 
near the screen. 

It means that the machine is more completely satisfying because 
the listener hears without effort. 


How Sound is Evenly Distributed by the 


PICTUREPHONE 


Our four junior size models — M, J, J3, and U — all solve this 
problem by projecting the sound in an upward direction. No side- 
blast. No part of the room is slighted. 

We originated this construction eleven years ago and it has 
proved itself perfect — the only solution to the problem of sound 
projection from a built-in speaker. This we have repeatedly proved 
in demonstrations alongside machines with side projection of 
sound. 

This is the one fundamental feature that inspired the building 
of the Picturephone, and it made possible some twenty other ad- 
vantages which add up to a definitely and universally superior 
machine. 

Before you buy be sure to consider the Picturephone. We manu- 
facture it in eight models, from the smallest over-the-desk size to 
the great auditorium model serving 2000 people. 


0. J. McClure Talking Pictures 


1115% WEST WASHINGTON BOULEVARD 
Chicago 7, Illinois 
Canal 4914 
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Are We Overlooking the Filmstrip? 


(CONTINUED FROM PAGE SIX) 
no longer a “booking problem 
It is more economical to give a 
print to a school and let them 
keep ut than to circulate the same 
print over and over to different 
users. And what a pedagogical 
improvement this becomes. No 
more concern about using it when 
it fits into the syllabus. No more 
choice of dates. It is on hand 
when it is needed And how does 
the sponsol feel about this? Well, 
let it be said again that most ad 
vertisers know the value ol repe 
tition, 

L here are othe good points 
about a filmstrip. We have dis 
cussed the economics and touched 
upon the pedagogical. We have 
mentioned, and the reasons are 
obvious, that these advantages are 
more inherent in the silent film 
strip. But this article is not con 
cerned with the good and bad 
features of our subject, the film 
strip, but rather with its use as 


sponsored material. 


\ few producers of motion pic 
tures have maintained a constant 
interest in the filmstrip as an edu 
cational as well as a business tool 
It is their firm belief that the 
medium has yet to be fully ex 
ploited. There are many reasons 
for this as far as the educational 
field is concerned. First, and fore 
most, although an economical 
tool, it still costs something. Even 
those received for nothing must 
be used on a projector, and that 
is not usually a “gift.’” Second, 
the tools of education are a step 
or possibly two ahead of many 
of our educators. The filmstrip 
as well as any other visual media 
might very well be three or fow 
steps ahead! Thirdly, and a very 
important third it is, our distribu 
tors have not done the proper sell 
ing job on filmstrips. This may 
be because the sales commission 
for the individual salesman is low 
considering the effort necessary to 
sell a filmstrip or a filmstrip pack 
age 

So here we have a tool of edu 
cation accepted by educators that, 
in spite of its not yet reaching 
maturity, is the most widely used 
of all the film media in ow 
schools. What an inviting propo 
sition for sponsors to take advan 
tage of where it will do the most 
good. But “how?” the sponsor 
wants to know Where, outside of 
his own sales force or missionary 


men, can he get distribution? 


44 


\ recent report by the Society 
for Visual Education, Inc., a busi- 
ness corporation specializing in 
the manufacture of the filmstrip 
projection equipment used in 
most schools, churches, and busi 
ness concerns and also a large pro- 
ducer of educational and religious 
filmstrips, shows that a basic list 
of over 50,000 regular filmstrip 
users is available for distribution. 

\ sponsored filmstrip, produced 
by your regular producer or by 
the special production service of 
SVE, is supplied to these 50,000 
outlets on a permanent loan basis. 
Used regularly through the school 
year and for many years there 
after, a single filmstrip will aver- 
age 25 showings the first year, 
down to 10 showings by the fifth 
vear, to a total attendance of 3,150 


students in five years. 


An eastern concern, Audio-Vis- 
ual Associates, is composed of edu- 
cators. Their report shows an ac- 
tive list of over 40,000 projector 
owners and users. When a film is 
ready for release by this organiza- 
tion, a promotional mailing is 
sent and experience shows that 
79°, or more will request a suit- 
able filmstrip. Production for 
Audio-Visual Associates is handled 
by Fletcher Smith Studios. 


Among the well-known spon- 
sors who have used the SVE Serv- 
ice are United Airlines, Ameri- 
can Dental Association, National 
Safety Council, Coronet Maga- 
zine, U. S. Treasury Department, 
National Highway Users Confer- 
ence, Poultry and Egg National 
Board, Radio Corporation of 
America and the National Live 
Stock and Meat Board. Since 1943, 
United Air Lines has provided 
more than 65,000 prints to schools 


and adult organizations, with 





QUALITY PRINTING 


TOP COLOR AND DEFINITION 


(Since 1936) 
With Complete Safety to 
Your Master Film 


KODACHROME DUPLICATES 


Direct from the original 


Single Run 


"A" and "B" Printing 
WITH EFFECTS 


MASTERCOLOR PRINTS 
From which multiple high 


quality prints are ob- 


tained at a lower 


cost per 


print 


‘Fastest Service Consistent With Quality ’’ 


W. A. PALMER FILMS, INC. 


Originators of the Magnetrack System 


40 FREMONT STREET, SAN FRANCISCO 5 





total impressions conveyed esti- 
mated at 200,000,000. 

Industries, associations, govern- 
ments and governmental agen- 
cies all seem to be logical spon- 
sors for this type of program. 
Fletcher Smith Studios and Audio- 
Visual Associates have thus far 
serviced such clients as the gov- 
ernments of South Africa, Greece, 
India and Puerto Rico; Pan 
American Airways, Simplicity 
Pattern Co. Inc., Talon Educa- 
tional Service, Bates Fabrics, 
Sugar Research Foundation, etc. 
When a school opens for the 1948- 
1949 year there will be available 
black and white film-strips spon- 
sored by the governments of ‘Tur- 
key and Puerto Rico, a color film- 
strip for science classes on photo- 
synthesis called Food from. the 
Sun, and a color filmstrip for 
the home economics classes called 
Susie Makes a Dryess. The sci- 
ence film is sponsored by the 
Sugar Research Foundation and 
the sewing film is jointly spon- 
sored by Bates Fabrics Inc., Sim- 
plicity Pattern Co, Inc., and the 
Talon Educational Service. 


* * * 


BOOK NOTES: New Brochure on 
Video by Associated Filmakers 

@ Appropriately titled “Down to 
Earth Advice on Television” is a 
new brochure for advertisers and 
their agents looking to the prob- 
lems and advantages of video sell- 
ing. 

A clear cut analysis of the ad- 
vantages of films for television 
together with an analysis of their 
proper production, the “Down to 
Earth” brochure makes highly use- 
ful reading for the tele buyer. 
“Only film made especially for 
television can satisfy the video 
audience” is one axiom from its 
businesslike pages. 

The brochure was edited by 
Associated Filmakers’ president 
Stanley Neal of whom the pages 
say “he worked in the Twenties 
in London with John L. Baird, 
recognized as the inventor and 
pioneer developer of modern tele- 
vision.” 

Films as television vitamins are 
developed in an eight-point pre- 
scription for video film success 
which alone is worth a perma- 
nent place in every ad man’s li- 
brary. 

“Down to Earth” is the second 
in this series of informative bro- 
chures issued by the same pro- 
ducer. Both books can be pro- 
cured without obligation by writ- 
ing Associated Filmakers, 45 
Rockefeller Plaza, New York 20. 
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Product Parade 


DeVry Industrial Demand Is 
Largest in Company History 

@ News from the DeVry Corpo- 
ration, Chicago manufacturer of 
projection equipment, reveals that 
over 2,000 individual projector 
orders were recently filled. These 
cover a period of several months 
and include both the “Bantam” 
and “‘Super-16"" models which the 
company introduced early in the 
year. 

Industrial, including dealers in 
all parts of the country, and both 
school and church fields, were 
served during this production pe- 
riod by the nationwide family of 
DeVry dealers and distributors. 
Among the national advertisers 
who have recently purchased late 


model DeVry projection equip- 
ment are The Coca-Cola Com- 
pany, General Mills, Chevrolet, 


Ford, Chicago Tribune, Standard 
Oil Company (Indiana), Minne- 
apolis Moline Implement Com- 
pany and Zenith Radio. Other 
recent DeVry users are Caterpillar 
Tractor Company, Bell Tele- 
phone, International Harvester, 
and Western Electric. Many of 
these concerns have been using 
previous models. 


* * + 


SVE to Introduce New Models 
at National Photographic Show 


@ A completely restyled and im- 
proved line of SVE slide and 
slidefilm projectors will be shown 
for the first time in October at 
the Master Photo Finishers and 
Dealers Association convention in 
Cleveland. 

Revolutionary in design and in- 
corporating many new features for 
the brilliant projection of 2”x2” 
slides and 35mm filmstrips, are 
the ‘Professional 1,000", the “In- 
structor 300°” and the “Traine: 
150”. The “Professional 1,000" 
is a 1,000-watt tri-purpose projec- 
tor for 2”x2” slides, single and 
double-frame filmstrips. The “In- 


structor 300” is a 300-watt model, 
also of the tri-purpose type. The 
“Trainer 150” is a 150-watt pro- 
jector for single-frame filmstrip 
use only, for use in leading sound 
slidefilm units. 


TELEVISION REVIEW 





Sponsor: Macy’s—New York. Tele- 
vision Film Spot: Tortoise and 
Hare. Producer: Fletcher Smith 
Studios. Agency: Grey Advertis- 
ing; and Seen On: WABD (Du- 
Mont New York). 

* A tortoise and a hare get their 
pay at the payroll window, see 
a poster announcing a big com- 
pany dance, and go off to buy a 
new outfit of clothes. 

The hare goes hither and yon 
at express train speed picking up 
a hat here, a coat there, and othe1 
accoutrements in a great variety 
of stores, 

The ambles slowly 
down to Macy’s and soon emerges 
with a complete new set of 
threads. Off to the dance in a 
taxi, he graciously stops to pick 
up the hitchhiking hare who has 
spent his poke, but quickly. 

Moral: according to Mr. ‘Tor- 
toise, he shopped at Macy’s, has 
plenty of dough left. His shirt 
front lights up “6% Less”. 

This little fable is pretty good. 
It is well executed and the char- 
acters are 


tortoise 


“cute”, It is an ex- 
ample, however, of a trend that 
appears to be getting away out of 
hand. ‘Television is rapidly be- 
ing taken over by beer drinking 
birds, meteorologically inclined 
sheep, and other fauna caught in 
the web of commerce. 
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ADVANCED DESIGNS REACH NEW HIGH 
IN SOUND SLIDE FILM EQUIPMENT 


| FULLY AUTOMATIC — No bells or beeps 

MANUAL ALSO — Any record with audible signals can be used. Slides can 
be advanced by remote push-button control — from. any distance. 

| PICTURE — The Viewlex Projector gives more light with less heat. Only 
coated lenses used. 

SOUND — No other projector equals Soundview reproduction quality. 


SPEED — Operates at 78 or 3344 RPM. 
| MICROPHONE — Microphone jack is part of standard control board. Excel 
lent public address system. 
SEMI-ANIMATION — Slides can change 3 to 4 per second. 
ACCESSORIES — Carrying case, microphone, 2 x 2 slide adapter, 2” lense, 


inverter for DC current, Lamps, and Fuses. 


SERVICE — By SYLVANIA ELECTRIC PRODUCTS INC. 
out the United States and Canada. 


WARRANTY 
DISTRIBUTION — Through Dealers and Producers only. 


| THE SOUNDVIEW PROJECTOR 


is a product of 


AUTOMATIC PROJECTION CORPORATION 
19 W. 44th Street, New York 18, N. Y. 


and is manufactured for it by 


SYLVANIA ELECTRIC PRODUCTS INC. 


Service Stations — through- 


By SYLVANIA ELECTRIC PRODUCTS INC. 
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AUDIO-VISUAL EQUIPMENT FOR 


Lightweight Sound Projector Is 
Announced by Ampro Corporation 


@ A noteworthy development in 
16mm sound projectors is the new 
lightweight single-case AMPRO 
Compacr. This remarkable new 
unit combines extraordinary com 
pactness with an economic al price, 
according to the manufacturer's 
trade announcement in late Au 
gust. 

Within one compact case, 15” 


” ” 


high, 2114” long and 934” wide, 





Tue Ampro “Compact” 


are the projector, sound unit and 
speaker. The Compact can be 
taken from room to room, or city 
to city, and carried with one hand. 
It is extremely easy and quick to 
set up with no reel arms, belts o1 
screws to attach or fasten. 

Extensive research and engi 
neering work went into the devel 
opment of the Ampro Compact. 
In striving for lighter weight and 
compactability, no sacrifice was 
desired im the precision craftsman 
ship. Wherever possible, improve 
ments were incorporated. ‘The 
\mpro Compact runs quietly, 
partly due to a non-skip type in 
termittent movement. Removabl 
front and rear covers facilitate 
service and low-cost maintenance. 
Ihe reflector and condenser lenses 
are mounted on front cover for 
quick cleaning. A removable gov 
ernor covel permits easy adjust 
ment of governor; the Ampro 
Compact is 100°, accessible for 
service on both mechanical and 
electrical components. 

The projector mechanism and 
sound head design incorporate 
basic features of Ampro's “Pre 
mier-20" model, including: two 
speeds for both silent and sound 
film, fast automatic rewind, use 
of standard lamps including 1000 
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Navy Orpers MitcHece SIxTeeN’s For Tue Fieip: part of the sizeable order by United 
States Navy purchasing officers for Mitchell “16” cameras is pictured above as Mitchell 
Camera Company prepared to ship the all-purpose motion picture cameras to Navy 
stations and bases where they will be used for research and training purposes. 


watts, easy threading over large 
sprockets, triple claw movement, 
new swing-out gate, 2000 ft. reel 


LESLIE 


PRODUCTIONS, 


arms, free flow streamlined cool- 
ing system and rotating type of 
sound drum. 


id 
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PRODUCERS OF 
MOTION PICTURES 
FOR INSTITUTIONAL, 
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Navy Acquires Mitchell "16" 
Cameras for Research, Training 
@ Mircuect CAMERA Corp., Glen- 
dale, Calil., has recently made 
initial deliveries on its government 
contract to supply the U.S. Navy 
with its “Mitchell 16 Profession- 
al” motion picture cameras, 
Designed to meet the need ol 
durable professional equipment 
in the expanding field of 16mm 
cinematography, these cameras 
will soon be manned by highly 
skilled Navy cameramen assigned 
to record on film important naval 
research and training activities. 
The Mitchell “16 Professional” 
is virtually identical to the man- 
ufacturer’s famed 35mm _ studio 
camera, and has its features. 


New Continuous Automatic Movie 
Projection Introduced by Triangle 
@ The “Triangle” continuous au- 
tomatic projection assembly, in- 
troduced last month at NAvEb’s 
Trade Show, provides completely 
automatic continuous projection 
in a light weight portable unit. A 
simple turn of the switch, and a 
reel of 16mm sound film runs on 
and on until turned off—with no 
rewinding. 

Marketed by Triancrte TELE- 
VISION & COMMERCIAL Fits, Chi- 
cago, the assembly utilizes a De- 
Vry “Bantam” projector with a 
new endless reel designed by J. W. 
Small of the Triangle organiza- 
tion. The endless reel feeds and 
takes up 16mm film in any length 
up to 1200 feet. 

The projector, with built-in 
endless reel, prism, and mirror, 
throws a sharp image on a de- 
mountable or any other type ol 
screen, 

Phe complete unit, housed in a 


Qo" 


cabinet 17” wide, 22 
9G" 


high, and 
long, weighs only 46 pounds, 
and thus is readily transportable 
for a variety of merchandising, 
educational, or entertainment 


uses. 


TRIANGLE Continuous UNr 


DeVRY Bantam 
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63LMB. As of this month the 
projector will list at $198.50. 
According to officials at the 


| 
Pachaged 
Kansas City (Mo.) plant, the 
R price cut was aimed at establishing | PROJECTION ADVERTISING 
Movie-Mite’s leadership in the | 
drive to open a mass market for | 
EDUCATION © TRAINING 


use of sound films by smaller 
group audiences. : 
Translucent Screens @ Projectors 
BODDE PATENTED TRANSLUCENT SCREENS 


Company executives claim that 
Plastic seamless translucent screen of unexcelled quality of 


the current Movie-Mite is ade- 
quate to handle audiences up to 

definition, flat field and wide angle viewing. Custom built 
to your requirements. 


100 people or more, Under ideal 
projection conditions, they say, it 
will reproduce a 52 by 70 inch 
image, sharp and clear over the PROJECTED BACKGROUNDS 
Amazing and economic results through medium of translu 
cent screen. World wide use in motion picture, television 
and still photographers’ studios. 


entire picture area. Sound volume 
is said to be comparable to higher 
priced units on the market. 

AUTOMATIC 3%"x4" SLIDE PROJECTORS 
Equipped for Micro-Groove Use Chain belt accommodates 24 slides. Raycoted optics com 
@ Vicror ANIMATOGRAPH’s “Sono- bined with precision adjustments for maximum use of light 
master,” a dual-speed record and ource. 
transcription player, is now being 
released in a new model to accom- 
modate Columbia’s new long-play- 

















RADIANT’s Mopet A SCREEN 


Radiant Shows “Model A" Screen 
@ A_ box-type screen, especially 
useful for field projection in deal- 


Victor Animatograph "Sonomaster™ 


er showrooms, counter demonstra- 
tions, or house-to-house — selling 
with films, has just been returned 


COMPLETE INDIVIDUALIZED SLIDE SERVICE 





to the market field by RADIAN1 
MANUFACTURING CORPORATION, 
Chicago. The Radiant Model A 
was set aside 5 years ago in favor of 
war and postwar items and now 
returns as selling needs dictate. 
An _alligator-grained carrying 
case contains a full-size projection 
screen (see illustration). The 
screen lifts out of the case, locks 
into position automatically with 


ing “‘micro-groove” records. 

The original ‘“Sonomaster,”’ in- 
troduced to the education and 
institutional market last fall, was 
a dual-speed instrument for use 
with standard records of 78 or 
3344 rpm. The new model in- 
corporates the same features plus 
a new tone arm especially de- 
signed for reproducing the micro- 





PROJECTED TELEVISION SCREENS 


Screens of any size 


mee e edquireme 


$s 


projected television. Screens specially constructed 
for "television light’ giving maximu transm 
and wide angle viewing under most adverse 
ditions 


The WBodde . Company 


9130 Exposition Drive - Los Angeles 34, Cal. 
Write for Details 








groove discs. ee 





special “knee-action” posts. A tug 
on the special pull ring returns 
the screen to its case. Case is : ~ 

; . case for use with the “Sonomas- 
equipped with a plastic luggage- mor | 
type handle for convenient use. 

Magnagram M-1I16 Recorder Now 
Mevie Mite Anncunees Polen Cat Available for Magnetic Recording | 
on Model 63LMB to $198.50 @ The Magnagram M-116 Re- 
corder, developed and now being 
put on the market by RecoGRAM 
Recorpers Co., North Hollywood, 
Calif., is designed to give syn- | 
‘chronous magnetic recording on | 
film for 16mm _ production, 

By using a magnetic coating on | better exemplified than in | 
eh vapaugtcs beige occa | PRECISION FILM LABORATORIES, INC. | 
chronization with the camera, thus —committed to the best in 16mm, backed by the 
eliminating one of the heretofore engineering investigations of J. A. Maurer, Inc., 
major problems of magnetic re- 
cording for films. 

One of the major advantages of 
magnetic recording is the ability 
to play it back immediately after | 
the scene, thus eliminating sound | 

| 


Victor is also distributing an 
FM tuner and a record carrying 





Tue CONSTANTLY increasing acceptance ot 16mm 
as a motion picture medium worthy of professional 
use in all its present applications is a result of the 
concentrated technical research bestowed upon it. 


The multiplying of a fine original so that it can 





el ' ie k serve a wide audience makes necessary the best ef- 
n a determined move to take , , ie . ; 
forts of a professional film laboratory. Research in 


. | 
full sales advantage of growing : 
5 ™ 2 16mm laboratory work has displayed an equally im- 


general interest in 16mm sound 
motion picture projection, Movie- 
Mite has announced a drastic 
price cut on its current model 


portant part in the present growth of the medium. 
Nowhere are the results of laboratory research 


KODACHROME 


Slide and Filmstrip Duplicating 





staffed by experienced personnel and equipped with 

° ° . | 
machinery exclusively designed for the purpose, | 
PRECISION offers the best in 16mm printing | 





& FILMSTRIP PRINTING MASTERS sound, picture, color or black and white. 


*% =2x2 TO 2x2. 


* REDUCTIONS FROM SHEET FILM 
KODACHROME 8x!i0 OR SMALLER 
TO 2x2. 


Write for brochure describing the latest Maurer- 
Precision equipment which we have installed for | 
the improvement of sound track quality 


PRECISION 


FILM LABORATORIES, INC. 


| 
| 
} 
| 
| 
| 
| 
21 West 46th Street © New York 19,N. Y. | 
| 


“rushes.” In fact, monitoring on 
the Magnagram can take place 
14, second after the sound is re- 
corded so that an excellent check 
of sound quality can be main- 
tained by switching back and forth 
from the live sound to the re- 
corded version almost instantane- 


For Quality Prices and Full 
Particulars Write or 


Call CUmberland 31666 


MAYFIELD LABORATORY 


2822 WEST VALLEY BLVD. ALHAMBRA, CALIF. 
SS TTC 


ously. Since processing plays no 





Luxemburg 2-3970 


(CONTINUED ON PAGE 49) |} 
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KEEP FILMS 
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FILM CABINET MMII9 Ff FILM CABINET MMI02 


SAFE MODEL FILM CABINET 


CA 





CATALOG 
READY NOW 


Write for your 


y copy today 





PRODUCTS CORP. 


WEST 42°STREET NEW YORK,NY 








$1.00 EACH POSTPAID 


The Business Screen Bookshelf 


Listed on this page are three of the numerous books and 


special publications now available to readers. Other books 
by such well known authors as Dale, Hoban, Wittich and 
Packer & Haas may also be ordered by mail. Enclose check 
or money order with your book requests. 


The Audio-Visual 
PROJECTIONIST’S 
HANDBOOK 
1948-49 EDITION 
Here is the best reference 
manual available any- 
where on projection op- 
eration, maintenance and 
film care. Lavishly illus- 
trated with color-graphics; 
featuring original thread- 
ing diagrams and many 


useful charts. Plastic 
bound. 


THE 

BLUE BOOK 
of 
AUDIO-VISUAL 
EQUIPMENT 








FILMS IN BUSINESS 
AND INDUSTRY... 


by Henry Clay Gipson 


Learn how to put visual aids to 
work in your business. Why, 
when and how to use them. How 
to supervise their production. 
19 chapters of useful informa- 
tion in this recent McGraw Hill 
book by Henry Gipson. Fully 


| illustrated. 


$4.00 POSTPAID 








wudent \perator s 


industry and the Coms 


THE BLUE BOOK 
OF 
A-V EQUIPMENT 


Ihe purchasing agent and 
film executive’s guide as 
well as the official dealer 
reference on all makes of 
16mm sound projectors, 
slide, slidefilm equipment, 
etc. Specifications, serial 
numbers and list prices 
given. A “must” for evalu- 
ating equipment, 


$5.00 POSTPAID 


picTURES 
AND SLIDEFILM S 


wow TO USE THEM 


world 
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BUSINESS SCREEN BOOKSHELF, 812 N. Dearborn, Chicago 10 
Please send me the publications checked below: 


] A-V Projectionist’s Handbook 


NAMB:  ccccccccseses 
) Blue Book of Equipment 
) Films in Business & Industry ADDRESS: asipeteiainneiaiiite 
CHECK OR MONEY ORDER 
MUST ACCOMPANY FORM CITY: STATE 












FILM 
HEADACHES 
INVITED 


VapOrate — Vacuumate 
Combination . . . Processes 
Services ... Stores 
and Ships Films 


Business Firms, Libraries, Advertis- 
ing Companies, Film Distributors, 
etc. Vacuumate Corporation offers 
quick relief for film headaches. It 
brings to you many services you 
have urgently sought. 


PROCESSING 
VapOrate Co., Inc., gives you the fine 
Vacuumate Process ... the super VapO- 


rate Film Protection against wear, oil, 
fingermarks, scratches and climatic 
changes. 


FILM STORAGE 


Films are cataloged and stored with us 
awaiting your shipping instructions .. . 
They are shipped where and when you 
want them. Our inventory control en- 
ables us to tell you in a moment how 
many good prints are on hand, how 
many are out... AND where. 


SERVICING 


Films used in the field require inspec- 
tion, cleaning, repairing and other serv- 
ices upon their return, for reuse. These 
services are taken care of by our skilled 
staff and the loss of time occasioned 
thereby minimized. 


If only a single reel or many, Vacuumate 
will serve you well. Phone or write for more 
information today. LOngacre 4-1887. 


VACUUMAT 


VAPORATE 


EXCLUSIVE SALES AGENT 


VapOrate Co., Inc. 
446 West 43rd St., New York 
General Film Labs. 
66 Sibley St., Detroit, Mich. 











Film Guide Library 
Order copies of Sports Film Guide 
(25c) Safety Film Directory (25c) 
Sound Slidefilm Guide (25c) all 
from Business SCREEN! 
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MODERN’S 


MODERN 


Sherman Hotel, Chicago. Among 


ager; J. 


lene Sledd, Lexington, Ky.; Ernestine 


Schauer, Dallas; C. 





NATIONWIDE 


those 


Owen, 


DISTRIBUTION FAMILY 





TALKING PicTURE SERVICE’s NATIONAL EXCHANGE MEETING, held during Nat'l 


present were: 


New Orleans; 


Dallas; Mrs. Jimmy Locke, 


MEETS IN CHICAGO 


/, 
(top row, | to r): Betty Ziegler, Harrisburg; Mrs. J. 
Lilley, Harrisburg; Geo. Lenehan, Pittsburgh Dist. Mgr.; Pat Donovan, St. Louis; Don Konny, Chicago; Fred Buc 
han, Buffalo; R. K. Cromar, Salt Lake City; Frank Didier, 
Cole, New York City; B. W. Payne, Jr., Cleveland; Frank Rice, Los Angeles; Carl Lenz, Philadelphia District Man- 
R. Ritenour, Atlanta district manager; Calla Fricke, Chicago. 
Zegouras, Detroit; Mrs. Flora Engleman, Detroit; John Tumbay, Cleveland; Clarice Mauck, Indianapolis; Bonnie 
Cashtein, Indianapolis; Frank Arlinghaus, New York City, president; Roa Kraft Birch, Milwaukee; J. K 
Harrisburg; Adeline Curilla, Cleveland; W. H. MacCallum, New York City—headquarters; Mrs. B. H. Hocken 
smith, Lexington, Ky.; Mrs. Harold Carlson, Lexington, Ky.; Mrs. W. G. Kirtley, Lexington, Ky 
to, | to r): Keith Smith, Omaha; Mrs. Keith Smith, Omaha; Fred Hoffman, Minneapolis; Louise Pratt, Cedat 
Rapids; Mrs. Pratt, Cedar Rapids; Ed Manke, New York City—headquarters; Loretta Munseil, Cedar Rapids; Al 
Dallas; 
J. Driscoll, Lexington, Ky. (Sitting on floor, | to r): Bill Barry, Kansas City; Charlie Mauck, 
Indianapolis; Ruth Hjorth, Chicago; J. 8. Ladd, Boston; R. M. Hough, Chicago, midwest manage 


Frank Church, 


(2nd row from top, | to r): 


1K i 


BUSINESS 


page 





A-V Conventions, Aug. 5 
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San Francisco; George | | 
| 

} 

| 

Anne 
. Lilley, 


(3rd row from 


BOWMAN FILMS 


| INCORPORATED 


Jimmy Locke, Dallas; Geo. 


360 N. MICHIGAN AVE. « CHICAGO 











NEW PRODUCTS 
(CONTINUED FROM PAGE 47) 
part in the magnetic master track, 
no retakes are ever necessary due 
to faulty processing of the original. 

Also claimed for the recorder 
is a high fidelity original track 
that can stand several generations 
of re-recording on film. Because 
of the use of 16mm _ sprocketed 
film, the recording can take place 
at the standard 24 frames per sec- 
ond of the picture film, or it can 
be speeded up to 90 feet a minute, 
giving a sound track with a more 
favorable response curve, that can 
be edited with 35mm versions of 
the film, or re-recorded as a 16mm 
track with slightly ol 
quality in succeeding generations, 


less loss 


Type Titles 


...asmall item in the 
cost, but a big factor in 
the appearance of the 
finished production. 


THE KNIGHT STUDIO 


341 EAST OHIO STREET - CHICAGO 11 
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Further information on _ the 
Magnagram M-116 may 
cured from Recogram Recorders, 
11338 Burbank Blvd., North Hol- 
lywood, Calif. 


be se- 


$.0.S. Cinema Supply Has 

Wide Range of A-V Equipment 

@ An enlarged line of motion pic- 
ture production, recording and 
projection equipment of all kinds, 
35-, 16- and 8-millimeter, is now 
stocked by S.0.S. Cinema Supply 
Corporation of New York as a re- 
sult of moving into enlarged quar- 
ters in their own building. 

The company this cele- 
brates the 22nd year of its growth 
by purchase of premises of its 
own with 3.5 acres of floor space, 
enabling it to carry a wider vari- 
ety of supplies than ever before. 

S.O.S. handles every make, mod- 
el and type of apparatus in its 
field, either or recondi- 
tioned equipment or both, 
sells direct and by mail. 

According to $.O.S. president, 
the aim of this firm is to provide 
a “department store” of audio- 
visual and photographic needs. 
The enlarged facilities and ex- 
panded lines of merchandise in- 
dicate that this aim is being swift- 
ly advanced. 


year 


as new 


and 


1948 














Size Slides 


P10 3% x4...p.us Filmstrip! 


WD 44, Purpose 1000 WATT 
pousl 2 PLOWER cooitD 


Only GoldE 
ALL-PURPOSE gives you 
such versatile, high effi- 
ciency, long range projection! 
Handles the full range of 
visual stills . . . brilliantly ... 
in color or black-and- 
white! Cooler operation 
... Provides utmost safety 
with high power illumi- 
nation for even the small- 
est transparencies! Choice of 
coated lenses. Compact. 
Easy to operate. Lift-off 
carrying case available. 
Send for Bulletin No. 473 


GoldE Manufacturing Co. 


1220-S West Madison St. 





Chicago 7, U.S.A. 


Makers of Quality Projection 
Equipmeat for 25 years. 
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EASTERN STATES 
* CONNECTICUT * 
Audio-Visual Corp., 53 Allyn St., 
Hartford. 
Rockwell Film & Projection Serv- 
ice, 244 High St., Hartford 5. 
Pix Film Service, 34 E. Putnam 
Ave., Greenwich. 
Eastern Film Libraries, 148 Grand 
Street, Waterbury 5, 


* DISTRICT OF COLUMBIA ° 

Jam Handy Organization, Inc., 
rransportation Bldg., Washing 
ton 6, 

Paul L. Brand & Son, 2153 K St., 
Washington 7. 

The Film Center, 915 12th St. 
N.W., Washington. 


* MAINE + 
D. K. Hammett, Inc., 620 Congress 
St., Portland 3. 


* MARYLAND - 
Collins Motion Picture Service, 
50214 & 506 St. Paul St., Balti- 
more 2; also 4 Race St., Cam 
bridge. 
Folkemer Photo Service, 927 Pop- 
lar Grove, Baltimore 16. 
Kunz Motion Picture Service, 
432 N. Calvert St., Baltimore 2. 
Robert L. Davis, P. O. Box 572, 
Cumberland. 
Stark Films, 537 N. 
Baltimore 1. 


Howard St., 


Howard E. Thompson, Box 204, 
Mt. Airy. 


* MASSACHUSETTS + 
Audio-Visual Corp., 116 Newbury 
St., Boston 16. 
Ideal Pictures, 40 Melrose St., Bos 
ton 16. 
Jarrell-Ash Company, 165 New 
bury St., Boston 16. 
South End Film Library, 56 Val- 
lonia Ter., Fall River. 
Gilbert & Kelly, Inc., 134 Mid 
dlesex St., Lowell. 
Massachusetts Motion Picture 
Service, 132 Central Ave., Lynn. 
Stanley-W inthrops, Inc., 90 Wash- 
ington St., Quincy 69. 
Bailey Film Service, 711 Main St., 
Worcester 8. 
* NEW HAMPSHIRE - 
A. H. Rice and Company, 78 W. 
Central St., Manchester. 
* NEW JERSEY - 
Vitascope, Film Distributors, 155 
Washington St., Newark 2, 
Phone Mitchell 3-7880. 
Slidecraft Co., South Orange, N. J. 


* NEW YORK - 

Wilber Visual Service, 119 State 
St., Albany. Also 28 Genesee St., 
New Berlin, New York. 

Buchan Pictures, 79 Allen St., 
Buffalo. 

Community Movie Circuit of 
Western New York, 1285 Bailey 
Ave., Buffalo 6. 

Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 

Association Films, (Y.M.C.A. Mo- 
tion Picture Bureau) 347 Madi- 
son Ave., New York 17. 

Brandon Films, Inc., 1600 Broad- 
way, New York 19. 

Catholic Movies, 220 W. 42nd St., 
New York. 

Comprehensive Service Co., 245 
W. 55th St., New York 19. 

Crawford & Immig, Inc., 265 W. 
l4th St., New York City II. 

Institutional Cinema Service, Inc., 
1560 Broadway, New York 19. 

Otto Marbach, 630 9th Ave., New 
York. 

Mogul Bros., Inc., 68 W. 48th St., 
New York City. 

Nu-Art Films, Inc., 145 W. 45th 
St., New York 19. 

S. O. S. Cinema Supply Corp., 449 
W. 42nd St., New York 18. 
Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 
United Specialists, Inc., Pawling. 
The Jam Handy Organization, 

Inc., 1775 Broadway, New York 

Duncan, James E., Inc. Motion 
Picture Service, 65 Monroe 
Ave., Rochester 7. 

Morris Distributing Co., Inc., 412 
S. Clinton St., Syracuse 2. 

Visual Sciences, 599BS Suffern. 

Bertram Willoughby Pictures, 
Inc., Suite 600, 1600 Broadway, 
New York. 

* PENNSYLVANIA - 

J. P. Lilley & Son, 277 Boas St., 
Harrisburg. 

Harry M. Reed, P. O. Box No. 
447, Lancaster. 

Kunz Motion Picture Service, 
1319 Vine St., Philadelphia 7. 
1905 Sanderson Ave, Scranton 9 

Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 

Jam Handy Organization, Inc., 
917 Liberty Ave., Pittsburgh 22. 

Clem Williams Films, 311 Mar- 
ket Street, Pittsburgh 22. 


L. C. Vath, Visual Education Sup- 
plies, Sharpsville. 


A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


* RHODE ISLAND - 


United Camera Exchange, Inc., 
607 Westminster St., Provi- 
dence 3. 


Westcott, Slade & Balcom Co., 

95-99 Empire St., Providence 3. 
¢ WEST VIRGINIA + 

J. G. Haley, P. O. Box 703, 
Charleston 23. 

Pavis, Inc., 416 W. Washington 
St., Phone 35-515, Box 6095, 
Station A, Charleston 2. 

United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 

Theatre Service & Supply Co., 
Phone 24043, Box 1389 Hunt- 
ington. 


SOUTHERN STATES 


* ALABAMA + 

Wilfred Naylor, 1907 Fifth Ave., 
No., Birmingham lI, 

Stevens Pictures, Inc., 526 20th 
St., N., YMCA Bldg., Birming- 
ham. 

Jos. Gardberg, 705 Dauphin St., 
Mobile 16. 

+ FLORIDA + 

Florida School Book Depository, 
700 E. Union St., P. O. Box 36, 
Station G, Jacksonville 7, 

Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 

Orben Pictures, 1137 Miramar 
Ave., Jacksonville 7. 

Ideal Pictures Co., 1348 N. Miami 
Ave., Miami 36. 

Bowstead’s Camera Shop, 1039 
N. Orange Ave., Orlando. 
Southern Photo and News, 608 
E. LaFayette St., Tampa. 

* GEORGIA - 
Calhoun Company, 101 Marietta 

St., Atlanta 3. 

Ideal Pictures Corp. of Georgia, 
52 Auburn Ave., N. E., Atlanta. 

Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 

* KENTUCKY - 

Hadden 16mm Film & Projection 
Service, 423 W. Liberty, Louis- 
ville 2. 

Ideal Pictures, 423 W. Liberty 
St., Louisville 2. 

National Film Service, 422 W. 
Breckenridge, Louisville, 

* LOUISIANA + 

Stanley Projection Company, 
211% Murray St., Alexandria. 

Jasper Ewing & Sons, 725 Poydras 
St., New Orleans 12, 

Southern Pictures Company, 1024 
Bienville St., New Orleans. 


Stirling Movie & Photo Co., 1052 
Florida St., Baton Rouge 85, La. 

Ideal Pictures Co., 826 Barrone 
St., New Orleans 13. 

Delta Visual Service, Inc. 815 
Poydras St., New Orleans 13. 
HarFilms, Inc., 600 Baronne St., 
New Orleans. Since 1915. 

« MISSISSIPPI - 

Herschel Smith Company, 119 
Roach St., Jackson 110. 

Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 

* NORTH CAROLINA - 

National Film Service, 14-20 
Glenwood Ave., Raleigh. 

¢ SOUTH CAROLINA - 

Calhoun Company, 111014 Tay- 
lor St., Columbia 6. 

Palmetto Pictures, Inc., 719 Sa- 
luda Ave.—At Five Points, Col- 
umbia 11. 

* TENNESSEE - 
Sam Orleans and Associates, Inc., 


211 W. Cumberland Ave., 
Knoxville 15. 

Frank L. Rouser Co., Inc., P. O. 
Box 2107, Knoxville 11, 

Tennessee Visual Education Serv- 
ice, P. O. Box 361, Journal 
Bldg., Knoxville. 

Ideal Pictures Corp., 18 S. 3rd 
St., Memphis 3. 

Mid-South Training Film Service, 
166 Monroe Ave.,; Memphis 3. 

Southern Visual Films, 687 Shrine 
Bldg., Memphis. 

Tennessee Visual Education Serv- 
ice, Maxwell House Office Bldg., 
Nashville. 

¢ VIRGINIA - 

Capitol Film & Radio Co., Inc., 
19 W. Main St., Richmond 20. 

Walker C. Cottrell, Jr., 408-10 
E. Main St., Richmond 19. 

Ideal Pictures, 219 E, Main St., 
Richmond 19. 

National Film Service, 
Main St., Richmond. 


MIDWESTERN STATES 


* ARKANSAS - 
Democrat Printing and Litho- 
graphing Co., Little Rock. 
Grimm-Blacklock Co., 719 Main 

St., Little Rock. 
* ILLINOIS + 
American Film Registry, 28 E. 
Jackson, Chicago 4—HAR 2691 
Father Hubbard Educational 
Films, 6651 N. Clark Street, 
Chicago 26. 
Ideal Pictures Corp., 28 E. 8th 
St., Chicago 5. 
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Jam Handy Organization, Inc., 
230 N. Michigan Ave, Chicago 1 

McHenry Films, 537 S. Dearborn, 
Chicago 5. 

Midwest Visual Equipment Co., 
6961 N. Clark St., Chicago 26. 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 206 S. 
Michigan Ave., Chicago 3. 

Visual Research Company, P.O. 
Box 937, Chicago 90. 


* INDIANA - 
Ideal Pictures, 1214 Pennsyl- 
vania St., Indianapolis 2. 
Indiana Visual Aids Co., Inc., 726 
N. Illinois St., Indianapolis 6. 
Burke’s Motion Picture Co., 434 


Lincoln Way West, South 
Bend 5. 
* IOWA + 


Pratt Sound Film Service, 805 
Third Ave., S.E., Cedar Rapids. 

Ryan Visual Aids Service, 409-11 
Harrison St., Davenport. 

General Pictures Productions, 
621 Sixth Ave., Des Moines 9. 


* KANSAS-MISSOURI + 


Kansas City Sound Service (Ideal 
Picture Corp.) 1402 Locust St., 
Kansas City 6, Mo. 

Select Motion Pictures, 1326-A 
Oak St., Kansas City 6, Mo. 

Erker Bros. Optical Co., 610 Olive 
St., St. Louis 1. 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 

Pictosound Movie Service, 4010 
Lindell Blvd., St. Louis 8. 


* MICHIGAN - 

Cosmopolitan Films, 3248 Gratiot 
Ave., Detroit 7. 

Engleman Visual Education Serv- 
ice, 4754-56 Woodward Ave., 
Detroit 1. 

Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 

Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 

Locke Film Library, 120 W. Lov- 
ell St., Kalamazoo 8. 


* MINNESOTA + 


Ideal Pictures, 301 W. Lake St., 
Minneapolis 8. 

Midwest Audio-Visual Company, 
1504 Hennepin Ave., Minne- 
apolis 3. 

National Camera Exchange, 86 S. 
Sixth St., New Farmers Me- 
chanics Bank Bldg., Minne- 
apolis 2. 
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* NEBRASKA - 


Church Film Service, 2595 Man- 
derson St., Omaha 11. 


* OHIO - 


Lockard Visual Education Serv- 
ice, 922 Roslyn Ave., Akron 2. 

Ralph V. Haile & Associates, 
Walnut St., Cincinnati, 

Manse Film Library, 2514 Clifton 
Ave., Cincinnati 19. 

Academy Film Service Inc., 2300 
Payne Ave., Cleveland 14. 

Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 

Twyman Films, Inc., 29 Central 
Ave., Dayton. 1. 

James B. Upp Motion Picture 
Service, 639 Broadway, Lorain. 
M. H. Martin Company, 50 
Charles Ave., S. E., Massillon. 
Cousino Visual Education Serv- 
ice, Inc., 1221 Madison Ave., 

Toledo 2. 

Gross Photo Mart, Inc., 524 Mad- 
ison, Toledo 4. 

Thompson Radio and Camera 


Supplies, 135 S. 6th St., Zanes- 
ville. 


* WISCONSIN - 
R. H. Flath Company, 2410 N. 
3d St., Milwaukee 12. 
Gallagher Film Service, Green 
Bay. Also 639 N. 7th St., Mil- 
waukee 3. 
Meuer Photoart House, Wm. J. 
Meuer, 411 State St., Madison 3. 
Wisconsin Sound Equipment Co., 


Inc., 628 W. North Ave., Mil- 
waukee 12. 


WESTERN STATES 


* CALIFORNIA + 


Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 

Donald Reed Motion Picture 
Service, 8737 Wilshire Blvd., 
Beverly Hills. 

Camera Craft, 6764 Lexington 
Ave., Hollywood 38. 

Coast Visual Education Co., 6058 
Sunset Blvd., Hollywood 28. 
Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 

wood 28. 

Ideal Pictures Corp., 2408 W. 7th 
St., Los Angeles 5. 

Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 


A NATIONAL DIRECTORY OF VISUAL EDUCATION 


Ralke Company, 829 S. Flower 
St., Los Angeles 14. 

Screen Adettes, Inc., 8479 Melrose 
Ave., Los Angeles 46. 

Carroll W. Rice Co., 424 - 40th St., 
Oakland 9. 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau) , 351 Turk 
St., San Francisco 2. 

Hirsch & Kaye, 239 Grant Ave., 
San Francisco 8. 

Screen Adettes, Inc., Sixty-Eight 
Post Bldg., 68 Post St., San 
Francisco 4, 

C. R. Skinner Manufacturing Co., 
292-294 Turk St, San Francisco 2 

Shadow Arts Studio, Wickenden 
Bldg., P. O. Box 471, San Luis 
Obispo. 


* COLORADO - 


Ideal Pictures Corp., 714 18th St., 
Denver 2. 

Home Movie Sales Agency, 28 E. 
Ninth Ave., Denver 3. 


* OKLAHOMA + 


Vaseco, 2301 Classen, Oklahoma 
City 6. 

H. O. Davis, 522 N. Broadway, 
Oklahoma City 2. 

Kirkpatrick, Inc., 1634 S. Boston 
Ave., Tulsa 5. 


* OREGON :- 


Cine-Craft Co., 1111 S. W. Stark 
St., Portland 5. 

Ideal Pictures Corp., 915 S. W. 
10th Ave., Portland 5. 

Moore’s Motion Picture Service, 
306-310 S. W. Ninth Ave., Port- 
land 5. 

Screen Adettes, Inc., 611 N. Tilla- 
mook St., Portland 12. 


* TEXAS - 


Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 3012 Ma- 
ple Ave., Dallas 4. 

Audio Video, Inc., 4000 Ross Ave., 
Dallas 4; 1702 Austin Ave., 
Houston. 

George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 

Ideal Pictures, Inc., 2024 Main 
St., Dallas 1. 








DEALERS 


Visual Education, Inc., 12th at 
Lamar, Austin; Also, 2010 N. 
Field St., Dallas 1; 3905 S. Main 
St., Houston 4, 


Capitol Photo Supplies, 2428 
Guadalupe St., Phone 8-5717, 
Austin, 

* UTAH + 


Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 

Ideal Pictures, #10 Post Office 
Place, Salt Lake City 1. 
* WASHINGTON - 
Rarig Motion Picture Co., 5514 
University Way, Seattle 5. 
Rarig Motion Picture Co., East 
1511 Third Ave., Spokane. 
* HAWAII + 
Ideal Pictures, 1370 S. Beretania 
St., Honolulu, T. H. 

Motion Picture Enterprises, 655 
Kapiolani Blvd., Honolulu, 
es oe 


CANADA 


General Films Limited 
Head Office: 
Regina, Sask., 1534 Thirteenth 


Ave. 

Branches: 

Edmonton, Alta., 10022 102nd 
Street 

Montreal, Quebec, 1396 St. 


Catherine St, West. 
Moncton, N. B., 212 Lutz St. 
Toronto, Ont., 156 King Street 

West. 
Vancouver, B. C., 

Georgia St. 


535 West 


Winnipeg, Man., 810 Conled- 
eration Life Bldg. 
St. John’s, Nfld., 445 Water St, 
Radio-Cinema, 5011 Verdun Ave., 
Montreal, Quebec. 


FOREIGN 


Distribuidora Filmica Venezolana, 
De 16MM., S.A., Apartado 706 
Caracas, Venezuela, S.A. 


There’s An Audio-Visual Specialist in Your Town! 
* Contact the specializing dealers listed in these pages 
for dependable projection service, projector and accessory 
sales and maintenance and for your film needs. 

Many of the dealers listed carry stock libraries of train- 
ing, informational and recreational films for your pro- 
grams. They are also qualified to service projection equip- 
ment for maintenance and repair. For address of dealers 
in towns not listed here write: The National Directory of 
Visual Education Dealers, 812 No. Dearborn Street, Chi- 


cago 10, Illinois. Dealer listing inquiries are invited. 
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Stup1io ENTRANCE to the modern 
Reid H. Ray Film Industries plant 
on Ford Parkway in St. Paul. 


ORE THAN A Few concerns 


still active in the indus 
trial film production busi 
ness have histories dating back 
three decades or more, One ol 
these pioneers now carries the 


name of its president, Reid H. 
Ray, 


of being one of the oldest as well 


and has the dual distinction 


as one of the most modern com- 


mercial film studios in mid- Amer 
ica. This is its 37th year. 
In this new series of BUSsINEss 


SCREEN Visits to the studios of our 
specialized industry, Reid H. Ray 
Inc. of St. Paul 
merits particular attention for its 
versatile output. Not only 
ing a long-established clientele of 


Film Industries, 
scry 


business sponsors, the studio has 
recently completed its fourth 
short subject for Warner Brothers 
During the wat the 


pany produced more than 


years com 
100 
training films for government 


agencies and the armed forces. 


FRANK BALKIN, in charge of Chi 
cago area offices for Reid H. Ray. 








* * 


Reid Ray Film Industries 
Qccupies Modern Studios 


ST. PAUL 
LABORATORIES 
ALL PLANT FACILITIES 
CHICAGO OFFICE 


FOUNDED IN 
STUDIOS AND 
EXTEND 
AND OPEN NEW 


1910, 


First OpeNnep IN 1910 
The company that was born in 
1910 as Raths-Seavolt Film Mfg. 
Co. became Ray-Bell Films, Inc. 
in 1925 when Reid H. Ray pur- 


BUSINESS SCREEN PRODUCER FEATURE 


* 











StuDIO PERSONNEL AND EXECUTIVE STAFF of 
the St. Paul studios and laboratory of Reid 
H. Ray Film Industries. Mr. Ray is seated 
at extreme right in the picture above. 








cago offices at 208 South LaSalle 


Street under the direction of 
Frank Balkin, veteran Chicago 
producer and studio manager. 


While production facilities remain 





Srupio Burtpincs ANp LaBoratory on Ford Parkway in St. Paul where 


production activities are centered. 





chased an interest. The firm was 
located on University 
Avenue in St. Paul and in 1936 
moved to its own studio-labora- 
tory on Ford Parkway. Employing 
87 persons, the studios produce 
advertising, institutional and edu- 
cational motion pictures and slide- 
films. A division of the firm also 
sells and distributes theatre screen 
advertising in ten Midwestern 
Ray camera crews travel 


originally 


states. 
in at least 22 states each year mak- 
ing scenes “on location.” 

Just last fall a completely new 
$71,000 film processing laboratory 
added, air-conditioned 
throughout. Film developing 
equipment and a new Mitchell 
were other additions to 
facilities. 21,000 square feet of 
studio space is devoted entirely 
to the production and distribution 
of commercial films. 


was 


camera 


Opens Own CHICAGO OFFICE 

The latest headline in a recent 
series of feature events was made 
when the company opened its Chi- 


(PHOTOS BY GORDON RAY) 





centered in St. Paul, the Chicago 
offices will provide regional serv- 
ice, script conference quarters 
and a clearing point for produc- 
tion problems. 


Mr. Balkin is well known to 
commercial film users. His career 
dates back to 1918 when he began 
sales work with the DeVry Cor- 
poration in the days of 35mm 
portable silent projection. 30 
years of continuous association 
with projection and production 
problems, through the early days 
of 35mm and 16mm sound to the 
present, were culminated this year 
in his association with Reid H. 
Ray Film Industries. 

Among the well-known indus- 
trial and general accounts with 
which Mr. Balkin has been asso- 
ciated in his previous studio con- 
nections are the Omar Baking 
Company, Coleman Lamp Com- 
pany, J. Morrell and Company, 
National Retailers Mutual Insur- 
ance Co., American & National 
Leagues of Professional Baseball. 


LETTERS to the EDITOR 
( CONTINUED FROM PAGE EIGHT ) 
has occurred in several instances; for 
instance, in connection with plywood, 
difficulty was had in preventing wastage 
of scrap. Showing them a picture in- 
volving its manufacture developed a 
suggestion on the part of the Glue Room 
so that we have salvaged all pieces down 
to as small as 4”x4”. This salvaged 
material is serving the same purpose as 
was heretofore served by stock material. 
Having used a producer’s film for 
apprentice training, if the film is good 
we re-run the film during the lunch 
period. Journeymen attend these show- 
ings and eat their lunch in the dark. 
We show no films of pure entertainment 
value. The attendance includes prac- 
tically all men who bring their lunch. 
As a matter of information, the writer, 
from necessity, acts as the instructor in 
connection with related instructions to 
apprentices and, in my official capacity 
as manager, I am in a pretty good posi- 
tion to evaluate the use of producer's 
films in terms of profit to us. They do 
pay dividends way out of all proportion 
to the cost of providing facilities, etc., 
to use them. 
J. G. Ennes, Manager 
L. & E Emanuel, Inc. 
ED: This letter from Mr. Ennes, repre- 
senting one of the Pacific Coast’s largest 
organizations in the building field, is 
one of the most valuable we have yet 
received. Here is the experience of a 
practical user of films to serve as a guide- 
post to the sponsor and to the producer 
charged with creative responsibilities. 








Attention Film Producers 
* * - 

Are you staffed to handle Tele- 
vision accounts? If not, here is 
an idea man . . . capable script 
writer-photographer . . . avail- 
able to fill that gap .. . help 
bolster your position in the 
new, great art of telecommer- 
cials and other film tele- 
programs. Now employed in 
film writing-production  posi- 
tion but seeking ground- 
level entry into growing teleart 
field. 

For details . . . write or wire 

Box 602 
Business Screen 
812 N. Dearborn Street 
Chicago 10, Illinois 







































‘The only 16min. 
Oa MLL 
Fidelity Control?" 


‘Right...and that 
Ineans top tonal 
reproduction 
ALUM 
16min. sound filtn 


Fidelity Control —A flick of your finger focuses 
the scanning beam, “picks out” sound track with 
hairbreadth accuracy, whatever its position or 
whatever the type of 16mm. sound film used— 
original, “dupe,” or reduction from 35mm. Sound 
is whisper-soft or shouting-loud, “straight” or 


from case—just swing down the sides. Wide- 
opening film gate and latches simplify threading. 
Speaker plugs in. Sound showings almost an hour 
long without a reel change ... silent showings 
even longer. 
v . . vr. . 

See it—hear it demonstrated—Visit your 
Kodak dealer—ask him for free folder and demon- 
stration. Price, with single speaker, $500; with twin 


mixed with musical background or commentary 
... but always crisp, always distinct. 


Superb optical system—A super-speedy f/1.6 
Lumenized projection lens and a powerful lamp 
show films, silent or sound, black-and-white or 


speakers, $565... EASTMAN KODAK COMPANY, 
Rochester 4, N. Y. 


(Prices subject to change without notice) 


color—gloriously bright from edge to edge. Any 
one of five lenses, any of three lamps, “tailor” 
your shows to your audience size. 


Sound Kodascope 
FS-I0-N Projector 


~ ’ . . . - 
Easy Showings—Everything but film and screen 
is “suitcase-handy.” No need to remove projector 


“KODAK” IS A TRADE-MARK 


KODASLIDE PROJECTOR, Master Model, the new 1000- 
watt projector, shows slides brilliantly . . . delivers 
more light to the screen than any 2 x 2-inch slide pro- 
jector ever before made. Wide choice of lenses. Im- 
proved cooling system. Free folder at Kodak dealers’ 
... $181 to $295 depending on choice of lens. 








x: 


Human Steel ~ 


“Unfinished Business” is the new dramatic motion 
picture produced for the United States Steel Corpora- 
tion, through the Jam Handy Organization, to show 
some of the latest advances in the long continued 
progress of “Big Steel.” 


To heat-treat hard metal with the warmth of human 
interest is hard business. It can be done with pro- 
fessional talent of high calibre, when supported by 
good organization. 
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